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ABSTRACT 
 
A growing body of research provides evidence that it is possible to accurately predict personality 
traits from online activities on social media, Facebook in particular. Despite the popularity and 
importance of photo sharing, there is little known about whether it is possible to study the 
expression of personality in Facebook using visual communication data (e.g. the content of 
uploaded photos). Therefore, this thesis aims to identify the quantity and quality of personality-
relevant information from photo-related behaviours on Facebook. Furthermore, since personality 
traits and motivations are integrated constructs, this thesis also explores the role of personality in 
determining specific motivations for photo sharing on Facebook to better understand the visual 
manifestation of personality traits in the online environment. These main objectives of this 
project are pursued in three empirical studies. 
Study One (phase one) employed a content analysis approach and was designed to identify 
which elements of the Big Five personality traits could be a good predictor of certain photo-
related behaviour (e.g. number of self-generated photo albums). Multiple regression analyses 
showed that all of the tested features/behaviours were significantly predicted by at least one of 
the five traits or by the Facebook membership length.  
Study One (phase two) aimed to gain a deeper understanding of the role of the Big Five in users’ 
photo uploading behaviours by examining whether it is possible to find personality cues from 
themes and content of photos such as self-portraits, photos of others, and nature/animals. From 
the content analysis of photos and conducting multiple regression analyses, the results showed 
not only can the Big Five personality traits be predicted from certain photo themes (e.g. the more 
cartoons as tagged photos, the less Agreeable the users), but also traits can be predicted from the 
location of uploaded photos (e.g. cover section). 
Study Two investigated possible motivations behind photo sharing on Facebook via qualitative 
thematic analysis of focus groups. Results revealed that motives for the general use of Facebook 
PERSONALITY AS A PREDICTOR OF VISUAL SELF-PRESENTATION 3 
 
can differ from motives for the use of particular features. As ‘self-expression and self-
presentation’, ‘keeping and sharing memories/ life documentation’, and ‘preference for visual 
communication’ appeared to be three unique factors encouraging users to share photos. While 
the other three motives, including ‘relationship maintenance’, ‘social/peer pressure’, and 
‘enjoyment and entertainment’ were similar to previously identified motives for the general use 
of Facebook. 
The final study of this thesis aimed to use, validate and extend the findings from the last three 
studies. In particular, a photo-sharing motivations scale was devised based on the key themes 
extracted from Focus group discussions in Study Two. Principal component analysis identified 
seven distinct motivational components. The motivations were successfully predicted by 
Narcissism and the Big Five personality traits through a series regression analyses. Therefore, it 
is suggested that users with different personality traits pursue photo-sharing goals that are in line 
with their personality needs. This thesis extends research on online expressions of personality 
and visual self-presentation. The findings support several theoretical assumptions, such as self-
presentation, online manifestation of personality, the uses and gratifications model, and the 
extended real-life hypothesis.  Additionally, the results offer some practical implications. 
 
Keywords: Big Five Personality Traits, Narcissism, Cue validity, Personality-relevant 
information in social media, Photo sharing, Facebook, Photo-sharing Motivations, Uses and 
gratification, Visual self-presentation 
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1 CHAPTER 1: INTRODUCTION TO THESIS 
1.1 Introduction 
 
Predicting behaviours is one of the ultimate aims of psychology, but there is no ‘one-size-fits-
all’ model for explaining and eventually achieving such a goal. Nevertheless, many scholars 
would argue that personality is a useful construct for understanding and predicting behaviours 
(Fleeson & Jayawickreme, 2015; Funder, 2012; John, Robins, & Pervin, 2008) as well as 
important life outcomes such as mortality (Jokela et al., 2013), divorce, and occupational 
achievements (Roberts, Kuncel, Shiner, Caspi, & Goldberg, 2007). 
 
Among different approaches to personality (see 2.3.1-2.3.5), the trait approach and the Five 
Factor Model (FFM) of personality are widely acknowledged (Costa & McCrae, 2013; De Fruyt, 
De Bolle, McCrae, Terracciano, & Costa, 2009; Whiteside & Lynam, 2001) to explain most of 
the individual differences in behavioural patterns (Costa & McCrae, 1992; Roberts et al., 2007). 
Personality traits are defined as “dimensions of individual differences in tendencies to show 
consistent patterns of thoughts, feelings, and actions” (McCrae & Costa, 1990, p. 23). The five-
factor model, also known as the ‘Big Five’, consists of Extraversion, Neuroticism, 
Agreeableness, Conscientiousness, and Openness. This model has a clear structure and 
organisation. Hence, it is possible to measure the five broad personality traits in a standardised 
manner (Goldberg et al., 2006). 
 
Now that the Big Five has been employed for several decades in cross-cultural research, there is 
substantial consensus on the structure of this model across languages and cultures. More recent 
research has shown that it can also be used to describe individual differences and personality 
development from childhood to adulthood (De Fruyt et al., 2009). The Big Five is a universal 
model with cross-cultural replicability and reliability. Hence, this thesis employs the trait 
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approach and the five-factor model of personality (see 2.3.1-2.3.5 for a full discussion of 
different approaches to personality).  
 
Understanding others’ personality can be very consequential in temporal relationships, such as 
everyday interactions, whether casual or formal, as well as for predicting future influential life 
outcomes such as physical and mental health (Ozer & Benet-Martínez, 2006; Roberts et al., 
2007; Turiano, Chapman, Gruenewald, & Mroczek, 2015). For example, Lu et al. (2014) found 
that personality factors can have a negative effect on all aspects of asthma and that one of the 
Big Five personality traits, Neuroticism, correlates with higher perceived stress, leading to worse 
health consequences. Another example related to the negative influence of having a personality 
trait associated with negative health status and mortality was found from the results of an 
extensive meta-analysis of 76,150 participants from seven cohorts (including from Britain, the 
US, and Germany). This study showed where other possible important factors such as health 
behaviours, education, and marital status were controlled and adjusted in the analysis, being low 
on Conscientiousness was found to be related to mortality risk across populations. 
Conscientiousness is another personality trait, that is expressed as having self-control and being 
goal-oriented. On the other side of the spectrum, low Conscientiousness or Unconscientiousness 
is related to poor self-control, lack of long-term planning and low persistence (Jokela et al., 
2013). 
 
In everyday life, people evaluate one another’s personality characteristics simply through casual 
observations, and even based on a brief glimpse of nonverbal behaviour or ‘thin slices’ of 
information such as facial or postural expressions. Individuals tend to predict the future 
behaviour of their interaction partners based on their current pattern of behaviours. Literature 
suggests that it is possible to accurately predict the Big Five personality traits just by observing 
the everyday behaviours of targets (Vazire, 2010). Furthermore, research has shown that even by 
PERSONALITY AS A PREDICTOR OF VISUAL SELF-PRESENTATION 19 
 
looking at someone’s photos and merely considering subtle personal characteristics like facial 
expressions and the intensity of a smile, prediction of prospective life satisfaction, well-being, 
longevity and future career success is possible (Harker & Keltner, 2001; Rule & Ambady, 2010). 
 
In the virtual world, online social networking has emerged globally as an indispensable part of 
everyday life. A growing body of research provides evidence that it is possible to capture the Big 
Five personality traits accurately from online activities on social media, and Facebook in 
particular due to its anchored relationships, where interactions take place primarily with people 
already known to the user. Such platforms serve as a real-life platform for personality 
expressions (e.g. Back et al., 2010; Kosinski, Stillwell, & Graepel, 2013).  
 
Interestingly, one of the most popular activities in social media is photo sharing (Dutton, Blank, 
& Groselj, 2013). Nationwide surveys in the US showed that 45% of users frequently or 
occasionally uploaded their own photos to a photo-sharing site, while 35% reposted others’ 
photos online (Rainie, Brenner, Purcell, 2012). Considering Facebook alone, users upload 350 
million new photos to the site every day.  Furthermore, Facebook offers users a customizable 
profile by providing powerful self-presentational elements such as ‘profile picture’, ‘cover 
photo’, and ‘tagged photos’ which encourage users to perform more self-presentational 
behaviour by uploading and sharing photos. That could be another reason that Facebook is very 
popular because its users prefer visual communication and speak through pictures (e.g. 
Mendelson & Papacharissi, 2010; Papacharissi & Mendelson, 2011; Zhao, Grasmuck, & Martin, 
2008). 
 
Unlike mood and emotions, known as transient states, personality traits are ‘relatively enduring’ 
patterns of thoughts, feelings, and behaviours (John et al., 2008; Srivastava, John, Gosling, & 
Potter, 2003). As a result, social media, and Facebook in particular, seem to be some of the best 
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data sources that provide opportunities to identify visual expression of personality where traits 
may find several chances to manifest visually through uploaded pictures. Such platforms make it 
possible to explore users’ numerous photos that were possibly taken over time and across 
different contexts and situations, ranging from romantic life to professional activities. Access to 
a variety of pictorial representations over a period of time can offer several ‘thin slices’ of 
information (such as nonverbal cues depicted in photos) about one’s personality (Roberts, Wood, 
& Caspi, 2008).  Therefore, it is expected that it would be possible to make a reliable assessment 
of one’s characteristics by analysing social media photos, as this was evident in previous studies 
in other contexts, such as yearbook pictures (Harker & Keltner, 2001). 
 
Based on Brunswik's (1956) lens model, it is possible to utilise observed ‘cues’ as a ‘lens’ to 
perceive a target’s personality. However, the main point is that to formulate accurate personality 
predictions; one needs to use valid markers of personality and ignore invalid and highly variable 
markers (Brunswik, 1956). Furthermore, Funder’s Realistic Accuracy Model (RAM) posits that 
accurate personality prediction depends on two main factors. First, a subject should ‘give off’ or 
express pertinent and accessible cues, also known as personality expression. The correlation 
between real (measured) personality and cues emitted is called ‘cue validity’. Second, the valid 
cues should be detected and used by an observer appropriately; this process is called ‘cue 
utilisation’ (Funder, 1995; Funder, 1999). These two models have been successfully used in 
research on personality judgement accuracy of online behaviours and Facebook activities (e.g. 
Darbyshire, Kirk, Wall, & Kaye, 2016; Wall, Kaye, & Malone, 2016). These studies showed that 
it is possible to identify and predict valid personality cues from Facebook users’ profile content.  
 
In this thesis, cue validity is used to find valid personality cues from Facebook photo uploading 
behaviours and other photo-related activities (see Chapters 3 and 4). The first two phases of 
Study One focus on two aspects of ‘good’ information for predicting personality: ‘Information 
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quantity’ and ‘information quality’ (Letzring, Wells, & Funder, 2006). Such information is 
extracted from a quantity of available visual information and photo-related activities, as well as 
content and different themes of the Facebook photos, that is the quality of available personality-
relevant information. It should be noted that examining the utilisation of cues in order to 
measure the accuracy of personality judgement is out of the scope of this project. 
 
Studying cue utilisation and studying applications of valid cues of personality is theoretically 
interesting. In addition, it would be a good contribution to the field; however, adapting the whole 
Lens model and RAM model required teamwork and a team methodology, for example; several 
raters and coders were required. Therefore, the main reason that it was not feasible is due to the 
nature of a doctoral study that should be the sole contribution of the author with limited time and 
resources. 
 
Social media is an integral part of everyday life and its real consequences in the day-to-day life 
of users, and even non-users are important from several perspectives (Ljepava, Orr, Locke, & 
Ross, 2013; Sheldon, 2012). Social media provides a unique opportunity to study users’ self-
expression and self-presentational behaviours and preferences for certain feature use such as 
photo-sharing. Despite the popularity and importance of online visual communication and self-
presentation on social media like Facebook (Malik, Dhir, & Neiminen, 2016, Ljepava et al., 
2013; Sheldon, 2012; Hong, Tandoc, Kim, Kim, & Wise, 2012; Van Der Heide, D’Angelo, & 
Schumaker, 2012) there has been little research on whether it is possible to identify and predict 
personality traits from users’ photo-related behaviours such as the content and type of uploaded 
photo (e.g. Hong et al., 2012). In response, this thesis aims to tackle this issue through studying 
the manifestation of personality in social media using visual communication data. In particular, 
this thesis aims to find the relationship between personality traits and the content of uploaded 
photos and other photo-related activities (cue validity). 
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Furthermore, every behaviour can be linked to ‘needs’, physical or psychological. Therefore, any 
action can reveal information about the self as well as short- and long-term goals. In other 
words, one’s actions have the potential to tap into one’s emotional status, cognition, goals, and 
motivations to fulfil certain needs. Accordingly, personality traits are not a standalone factor and 
are commonly considered to be governed by underlying psychological and physiological needs. 
For example, for about a century, scholars considered traits and motivation as two separate 
concepts, but it has become evident- particularly in a series of experimental studies, where 
longitudinal and diary methodologies were used (e.g. Fleeson, 2004; Fleeson, 2007; Fleeson & 
Gallagher, 2009) - that personality traits and motivations are intricately linked and even 
integrated constructs (McCabe & Fleeson, 2015). In this sense, to explain and predict 
behaviours, both traits and motivations should be measured. In their recent experiments, 
McCabe and Fleeson (2015) showed that Extraverts whose goal was connecting to others acted 
more extroverted than those who did not have such a goal. Furthermore, those who had the 
motivation of using their time effectively showed more conscientious behaviours during the 
course of the study. Research suggests that to understand traits better and how they manifest in 
behaviours, one’s goals and motivations should be taken into account as one of the most 
influential elements. Therefore, in addition to the objectives mentioned, exploring Facebook 
photo-sharing motivations and examining the role of personality in determining them are two 
further main objectives of the thesis (see Chapters 5 and 6). 
 
To the author’s knowledge, no previous study has investigated the motivational factors of photo 
sharing in social media (online visual presence) and the effect of personality dispositions in 
mediating users’ incentives for photo sharing. It is expected that this will provide insights into 
how different personality traits engage with social media differently and the various benefits that 
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they might gain from using visual features to fulfil specific personality needs and meet certain 
motivations. 
1.2 Research Aims and Objectives  
 
Taking the trait approach to personality, the main aim of this thesis is to identify the role of 
personality factors in predicting different types of photo-uploading behaviours and motivations 
for photo sharing on social media. These objectives are pursued in three empirical studies. The 
first phase of Study One employs a content analysis approach and is designed to consider which 
of the Big Five factors could be a good predictor of the quantity of photo-related activities, that 
is the number of shared photos in different sections of a Facebook profile (quantity of 
personality-relevant information). Therefore, Study One (phase one) aims to discover whether 
the photo-uploading behaviours of various personality traits manifest themselves in different 
ways via the site.  
 
The second phase of Study One also employs a content analysis approach to study users’ 
preferred photo themes or various types of uploaded photos (e.g. self-portraits, group photos, 
scenery, animals). Additionally, the second phase aims to gain a deeper understanding of users’ 
behaviours, guided by two main objectives: a) To examine whether there is a certain pattern of 
preferred themes in photos uploaded in different visual sections of Facebook profiles; b) To 
understand the influence of the Big Five personality traits on photo preferences, and whether 
personality traits are predictors of certain photo themes or whether it is possible to find 
personality cues in uploaded photos (cue validity).  
 
Study Two investigated possible motivations behind photo sharing on Facebook via qualitative 
thematic analysis of focus groups. The final study of this thesis aims to use, validate and extend 
the findings from previous empirical studies (Chapters 3, 4 and 5). Accordingly, a photo-sharing 
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motivation questionnaire has been devised by the author. This questionnaire is hereafter referred 
to as a ‘photo-sharing motivations scale’. The last study also examines the role of personality 
traits in determining specific tested motivations for sharing photos on social media through 
factor analysis and running a survey.  
 
1.3 Thesis Structure   
 
The thesis is broken down into the following nine chapters.  
1.3.1 Chapter 1 
 
Chapter 1 as the introductory chapter discusses the background, research problems, aims and 
objectives, thesis structure as well as research contributions and novelty. 
1.3.2 Chapter 2 
 
Chapter 2 provides a thorough review of the literature related to this thesis, beginning with a 
definition of social media and its features. It comprises a critical review of the theoretical 
background on various topics including motivations for joining and engaging with social media, 
Facebook in particular. The focus of this part of the review is on studies that employed uses and 
gratifications theory as their framework. It continues with a definition of visual and nonverbal 
communication, focusing on Computer-Mediated Communication (CMC) and the role of social 
media. Later in this chapter, Facebook-specific features (mainly visual) are covered. The chapter 
continues with a definition of self-presentation in offline and online settings, as well as visual 
self-presentation via online photo-related activities (mainly photo sharing on Facebook). 
 
The central part of this literature review consists of a definition of personality, different 
perspectives of this complicated concept, and an introduction to two prominent approaches to 
personality, that is, the social-cognitive approach and the trait model, focusing on the Five-factor 
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model (the Big Five). Accordingly, expressions of each of the five personality traits in both 
everyday life and online settings, mainly in social media, are discussed in addition to the 
expression of Narcissism as another important personality factor in relation to visual self-
presentation in social media. The chapter ends with a conclusion outlining the aims and 
objectives of the studies and how the thesis will fill the mentioned gaps in the literature. 
1.3.3 Chapter 3 
 
Chapter 3 is the first exploratory study of the thesis. It looks at the level of photo participation or 
amount of Facebook photo-related activities, such as the number of uploaded photos, and their 
relation to the Big Five personality traits of the profile owners. In other words, it investigates 
whether it is possible to predict personality by referring to the quantity of personality-relevant 
information available in a Facebook profile. 
1.3.4 Chapter 4 
 
Chapter 4 consists of the second exploratory study, exploring whether there is a certain pattern 
of themes in photos uploaded in different visual sections of Facebook profiles such as profile 
pictures and tagged photos. In addition, it examines personality cues and personality differences 
from the content of uploaded photos and photo-related activities on Facebook. In other words, 
the chapter aims to find quality of personality-relevant information via themes and types of 
photos, that is, examining visual expressions of personality. The studies reported in Chapters 3 
and 4 both utilise a content analysis approach to investigate the link between personality and 
actual photo-uploading behaviours.  
1.3.5 Chapter 5 
 
Chapter 5 presents a thematic analysis of focus group discussions to qualitatively report on 
motivations for uploading and sharing photos via social media, where the focus of this study is 
on Facebook motivations. 
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1.3.6 Chapter 6 
 
Chapter 6 first verifies motivations for photo sharing via the development and validation of a 
scale to measure photo-uploading motivations found in Chapter 5 and then examines the role of 
personality factors, the Big Five and Narcissism, as a predictor for specific photo-sharing 
motivations on social media.  
1.3.7 Chapter 7 
 
Chapter 7 is the concluding chapter. It contains a summary of all the general key findings and 
another summary of specific key findings related to personality traits as predictors of photo-
related behaviours. It also discusses the general implications of the research, offers a critical 
evaluation and provides some future directions and suggestions for those working in the research 
field. The research hypotheses, questions, methodologies, findings, discussions, and limitations 
for each empirical study are described individually in the relevant chapters. This thesis ends with 
a list of appendices and all references cited in the thesis. 
1.4 Epistemology and Approach 
The research approach is about the steps a researcher takes to understand the social world. It can 
be explained in relation to three important interconnected philosophical assumptions that 
underpin the different paradigms, including: ontology which is what one believes; epistemology 
which is the science of knowing and how one looks at the world, and methodology which is the 
science of exploring and learning about diffident social phenomena or the ways of attaining 
knowledge. The method used will shape what a researcher can see and how s/he see it (Willig, 
2013). 
 
Epistemology means “the nature of human knowledge and understanding that can possibly be 
acquired through different types of inquiry and alternative methods of investigation" 
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(Hirschheim, Klein, & Lyytinen, 1995, p. 20). Epistemology is concerned about some wide-
ranging questions, including; What counts as knowledge? How do we know what we know? 
And what is the relationship between the knower and what is known? Among different 
epistemological positions, the author believes in pragmatic epistemology. Pragmatism supports 
the use of both qualitative and quantitative methods (Guba & Lincoln, 2005). Accordingly, the 
author does not position herself as a distanced observer. As a pragmatist, she studies what 
interests her and is of value to her, employing appropriate methods (Holloway & Todres, 2003), 
and utilising the results in ways that can bring about positive consequences within her value 
system. For example, regarding qualitative research, there is no accepted or right way of 
conducting research. Because of this, the method used in this thesis is a reflection of a particular 
mix of philosophy, research objectives, participants, and audiences relevant to that research. 
However, good research practice has several general characteristics such as a clear and 
manageable research design or approach, an empirical focus, being significant and ethical, and 
having practical and/or theoretical implications. To assess the value and appropriateness of 
research practices, one should know where and how s/he situates her/his approach within the 
broader field of research (Holloway & Todres, 2003). 
 
According to positivism “scientific knowledge is utterly objective and that only scientific 
knowledge is valid, certain and accurate” (Crotty, 1998, p.29). Positivism is based on the 
realistic and empiricist philosophy. Its underlying assumption is that the social world can be 
explored in the same way as the natural world. However, post-positivists modify such claims and 
include the belief that the truth of the social world can be understood based on probability rather 
than certainty. It should be noted that post-positivism acknowledges the importance of 
objectivity and generalizability in research practice (Mertens, 2014). This thesis adopted both 
qualitative and quantitative methodologies to answer the specific research hypotheses or 
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research questions, where the main criterion for judging the appropriateness of a method is 
whether research objectives are achieved (Maxcy, 2003 cited in Mertens, 2014).   
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2  CHAPTER 2: LITERATURE REVIEW 
 
This literature review seeks to provide a contextual and theoretical background to the empirical 
work presented in this thesis by covering the following topics: a definition of social media and 
its features and a critical review of the theoretical background on motivations for joining and 
engaging with social media, mainly Facebook. Then it discusses visual and nonverbal 
communication via photo sharing, and Facebook-specific features with the focus on visual 
features. It follows with the definition of self-presentation and impression management in offline 
and online settings, self-presentation and photo sharing, and visual self-presentations on 
Facebook. The last and most important part of this chapter contains the definition of personality, 
and an introduction to the main approaches to personality where it covers the trait and social-
cognitive approach to personality in detail, with an emphasis on trait approach and the Big Five. 
This chapter further contains the theoretical background on expressions of each of the five 
personality traits online, mainly on Facebook. In addition, literature related to the expression of 
Narcissism in social media as another important factor is covered. This chapter ends with a 
conclusion, outlining the aims and objectives of the studies in the thesis that attempt to fill some 
of the gaps in the literature. 
2.1 Social Media Use 
 
2.1.1 Definitions and Features  
 
Social networking is the use of a specialised website or any application that allows users to 
communicate with each other by sharing personal information in various formats such as textual, 
visual or multimedia, etc. The main concept of Social Networking Sites (SNS) is connection and 
communication among individuals who have similar interests, backgrounds, or offline 
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connections in an online setting (Boyd & Ellison, 2007; Dutton & Blank, 2014; Hampton & 
Goulet, 2011). 
 
Boyd and Ellison (2007 p. 211) describe the three main components of SNS as web-based 
services that enable individuals to “(1) construct a public or semi-public profile within a 
bounded system, (2) articulate a list of other users with whom they share a connection, and (3) 
view and traverse their list of connections”. In SNS, a profile is a representation of each user 
where there are three types of interactivity possible within the platform. With medium 
interactivity, a user interacts with the SNS or another medium and uses technology to control the 
process, for example, a user uploads photos to a closed album on Facebook, which only the user 
can view. Human/medium interactivity is similar, but also involves an element of human 
communication, for example, a user puts photos in a shared album on Facebook, and later a 
contact from their friend list ‘likes’ the photos in the album. Human interactivity involves 
synchronous communication by humans through an SNS or other medium, for example, two 
people using the Facebook chat feature to communicate in real-time. The interactivity facilitated 
by SNS is one of their key features, as it allows users to communicate with each other, not only 
in real-time (human interactivity) but also at their own convenience (human/medium 
interactivity) (Chung & Yoo, 2008). 
 
Given the popularity of visual communications, SNS either focus primarily on photo sharing 
between users (e.g. Flickr, Instagram) or offer photo sharing as a function within a range of 
social networking activities (e.g. MySpace, Facebook, Snapchat). For example, Instagram is a 
specialized mobile application and one of the popular photo-sharing platforms. In 2012, 
Facebook bought this site and in 2013, Instagram and Facebook were connected so that users can 
post on one platform and share the content on both sites simultaneously (Facebook, 2014). This 
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thesis focuses primarily on certain photo-related behaviours and photo-sharing motivations 
within social media and on Facebook particularly.  
 
2.1.2 Motivations for Social Media Use 
 
Ryan and Deci (2000) defined motivation as energy, direction, and persistence. Being motivated 
in life is highly valued because of the outcome it can have, such as being motivated to study, 
work, etc. Motivation is not a singular construct, but individuals are motivated to act because of 
various factors influencing it. People are different regarding how much they are motivated to do 
something or what determines the level of motivation. There are also individual differences in 
the orientation of that motivation or the type of motivation they have (Ryan & Deci, 2000). 
Motivations are driven by both the pressures and opportunities afforded by the external world 
and prompted by internal motives (Murray, 1938). 
 
The general agreement is that motivations can be categorized into two main types; intrinsic and 
extrinsic. Motivation is intrinsic when no obvious reward except with the activity or behaviour 
itself, such as a person’s own satisfaction or enjoyment. Extrinsic motivation is when a reward is 
expected from outside, such as monetary incentive (Ryan & Deci, 2000). Nevertheless, the roots 
of human behaviour derive from a combination of both intrinsic and extrinsic motivations. In 
particular, intrinsic motivation is more satisfying and depends on a person experiencing feelings 
of both competence and self-determination about an activity, as innate needs. Therefore, an 
individual who is intrinsically motivated to perform an activity is rewarded while doing it and 
will find the activity enjoyable enough to continue without any further perceived awards 
(Csikszentmihalyi, 1990; 1997). However, a person may still use extrinsic rewards to justify 
continuing the activity (Kimiecik & Harris, 1996). 
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When an individual expects something, s/he would probably try to perform certain actions and 
make an effort to achieve that goal, which may yield the intended result (Liao, Liu, & Pi, 2011). 
It seems that social media users benefit from sharing photos to meet both their intrinsic and 
extrinsic needs. For example, some users may feel they are closely connected to others when 
sharing mutual (tagged) photos. They also may feel cared for and popular when they see the 
visible outcome of their connections and relationships by receiving ‘likes’, ‘comments’, ‘tags’, 
and getting more followers.  
 
Expectancy theory is one of the central theories of motivation (Ferris, 1977) that describes why a 
person decides on one behaviour over other options. This theory is a measurable mathematical 
model and a conceptual framework for motivation.  It posits that the amount of effort a person 
puts into an action can be defined based on the perceived benefit. This theory can also assess 
how likely an action will be by evaluating expected outcomes and the perceived importance of 
an action. It also posits that the two factors that determine the motivational strength of any 
reward are a) the value of the reward to the person and b) the possibility that the reward will 
happen if the individual puts effort into achieving her/his goal (Vroom, 1964, cited in Liao, Liu, 
& Pi, 2011).  
 
For example, Liao and colleagues (2011) employed expectancy theory to explore blogging 
motivations. They found that blogging motivations can be explained as a result of one’s 
expectancy to gain mainly intrinsic rewards. Bloggers are more motivated to use their blogs as a 
tool for expressing and sharing their feelings and emotions as well as maintaining connections 
with others (i.e. especially certain audiences that they have already known). Similarly, when 
social media users think that uploading photos will lead to what they expect, (e.g., they can 
maintain distance relationships), they might be motivated to upload some photos into their 
profiles.  
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2.1.3 Uses and Gratifications 
 
The majority of the motivational studies on the Internet and mass media adopted uses and 
gratifications (Katz, Blumler, & Gurevitch, 1974) as their framework. This theory is a 
psychological communication paradigm, speculating that individuals are aware of their needs 
and motivations in media use. This model asserts that people make their own decisions about 
which type of communication platform they prefer to use, and a large number of social and 
psychological factors come into play when they make their choices (Katz, Blumler, & Gurevitch, 
2003; Rubin, 2009). It is an ‘audience-centred’ approach to media use. Its main concept is that 
media users are goal-oriented and purposeful in choosing not only certain media to consume, but 
also demonstrating certain communication behaviours based on the specific features that they 
find gratifying. In other words, users reflect on their experiences, thoughts, and feelings. This 
can shape their future behaviours and media choices.  
 
Papacharissi and Rubin (2000) conducted one of the earliest studies on the motivations for 
general Internet use and identified five motivations: ‘interpersonal utility’, ‘passing time’, 
‘information seeking’, ‘convenience’ and ‘entertainment’. Following that study, several other 
communication studies employed the uses and gratifications approach and found similar 
motivations, but they labelled such gratifications differently. Now over a decade later, social 
media researchers are still finding similar motives for the general use of SNS (Chen, 2011; 
Fullwood, Nicholls, & Makichi, 2015). 
 
Joinson (2008) conducted one of the early psychological studies on the general use of Facebook 
and by performing Factor Analysis, he identified seven themes: ‘social connection’, ‘shared 
identities’, ‘photographs’, ‘content gratifications’, ‘social investigation’, ‘social network 
surfing’, and ‘status updating’. Furthermore, it was shown that the frequency of Facebook visits 
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could be predicted from the uses and gratifications associated with ‘photographs’, ‘status 
updates’ and ‘social investigation’. However, these three factors were inter-correlated; they were 
considered as unique themes.  
 
The theme ‘photographs’ included viewing, tagging, and posting pictures, which were negatively 
correlated with the frequency of Facebook visits. This was somewhat contrary to expectations, 
but the reason for this negative association remained unexplained by the author. It can be 
concluded that frequency of Facebook logins is not an accurate measure for the actual use of the 
site and online activities, but the amount of generated specific content such as a number of 
shared photos, tagged pictures, and created albums might be a better measure of ‘use’. 
 
On the other hand, in his study, very different activities such as viewing, tagging and uploading 
photos were conceptualised under one theme as ‘photographs’. Viewing photos online is a 
passive activity in comparison to tagging and uploading photos. This is because the user needs to 
engage with the site actively, and therefore the user will become visually visible in her/his 
network. Furthermore, it is expected that different users engage with such photo-related 
activities very differently. It could be based on the gratification they seek and the outcome they 
expect from it. For these reasons, in the present thesis, specific photo-related activities will be 
measured separately, and the effect of personality will be examined on defining certain photo-
related behaviour. 
 
Sheldon (2008) recognised six motivational factors for using Facebook: ‘relationship 
maintenance’, ‘passing the time’, ‘virtual community’, ‘entertainment’, ‘coolness’, and 
‘companionship’. 'Relationship maintenance’ and ‘passing time’ were found to be the most 
salient factors which mean they were the motivations that most participants were associated 
with. Similar to this research, ‘relationship maintenance’ and ‘passing time’ were shown to be 
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the strongest motives in other following studies on the general use of Facebook (e.g. Li-Barber, 
2012).  
 
In a more recent study, Papacharissi and Mendelson (2011) identified several motives for 
Facebook use including ‘expressive information sharing’, ‘habitual passing of time’, 
‘entertainment’, ‘companionship’, ‘professional advancement’, ‘social interaction’, and ‘forming 
new friendships’. They found ‘expressive information sharing’ to be the most salient drive. This 
factor was a combination of ‘information sharing’ and ‘self-expression’, indicating the users’ 
need to share both general (e.g. news) and personal (e.g. private aspects life) information with 
others, which suggests a lack of distinction between sharing these two types of information as a 
characteristic of Facebook. In the same way, Hunt, Atkin, and Krishnan (2012) found 
‘entertainment’ to be the key motivation for the general usage of Facebook. In addition, they 
found ‘self-expression’ to be a new significant predictor for using Facebook. 
 
2.1.3.1 Motivations for Specific Feature Use 
 
Early media researchers acknowledged that for studying motivations, for example, for watching 
television and listening to the radio, it is necessary to look at various genres of programmes that 
best gratify users’ needs, because people choose a medium based on their perception of what it 
can do for them. One person may choose to watch a movie on TV to relax, whereas another may 
watch the news to get information (Daft, Lengel, & Trevino, 1987 cited in Smock et al., 2011). 
Regarding multidimensional platforms like Facebook, which offer a wide range of services (i.e. 
from making an online profile to chat and even make voice or video calls) researchers should 
also look at various features to gain a better understanding of why people use them.  
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Smock et al. (2011) detailed some studies, which looked at how users expect Facebook to meet 
their needs. They noted that almost all previous studies pointed toward motivations for general 
social media use such as frequency of login or the amount of time spend on the site and overlook 
expectations that specific features produce and gratify such as photo sharing for self-presentation 
and tagging or un-tagging for impression management (e.g. Papacharissi & Mendelson, 2011; 
Raacke & Bonds-Raacke, 2008). Smock and colleagues. (2011) however noted the additional 
need for research into motivation taking into account users’ personal content preferences with a 
specific medium, which would contribute to specific types of use.  
 
Previous studies looked at Facebook as a homogeneous entity and overlooked the fact that 
people use the site in very different ways. For instance, to measure specific feature use 
participants should be asked about the frequency of a certain feature use, their usage or the 
content they generated should be recorded. Smock et al. (2011) found four motivations which 
could be used to predict general Facebook use: ‘relaxing’, ‘entertainment’, ‘expressive 
information sharing’ and ‘social interaction’. However, six motivations can be used to predict 
use of specific Facebook features. They suggested that general use and specific feature use could 
not be predicted from the same motivations. They also showed that motivation for using one 
feature could even correlate negatively with the prediction of another feature while correlating 
positively with a specific use. For example, expressive information sharing is negatively 
correlated with the use of private messaging and chats as one-to-one communication but 
positively correlates with the use of status updates and groups as one-to-many communication 
features (Smock et al., 2011). People use various ‘features’ of a social media site to gratify 
different needs and only measuring gratifications around the general usage of such 
multidimensional platforms will not recognise the nuances of social behaviour within the site.  
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Recently, Malik et al. (2016) studied the motivations of digital photo sharing on Facebook by 
employing the uses and gratifications framework. They also examined the influence of age and 
gender in determining these motivations. They created a questionnaire of 26 statements that were 
adopted from previous motivational studies on the general use of social media. Six motivations, 
which were tested consisted of ‘affection’, ‘attention seeking’, ‘disclosure’, ‘habit’, ‘information 
sharing’, and ‘social influence’. They performed a factor analysis, and all of the six motivations 
were found as significant photo sharing gratification on Facebook. Their study mainly validated 
the previous motivations for general use of Facebook and relied on previously tested 
motivational factors, while other possible motivations for photo sharing on Facebook have not 
been explored. Other possible motivations could have been investigated by employing 
qualitative methods such as interviews or focus groups or asking open-ended questions on other 
possible motivations Facebook users have for photo sharing in particular (see 6.4.1 for more 
articulation of Malik et al., findings and comparison with results from Study 3). Furthermore, 
this study did not explore the possible mediating factors such as the role of personality traits in 
defining photo-sharing motivations, a topic that Chapter 6 of this thesis is focused on. 
 
2.1.3.2 Personality and Motivations 
 
In spite of the suggestions of use and gratification theoreticians like Katz et al. (1974) and 
(Rosengren, 1974) more than four decades ago on the importance of addressing personal and 
social roots of needs, Rosengren (1974) suggested that personality is likely to have a potential 
mediating role, and affect the motivations for media preferences, not only the selection, but the 
pattern of media engagement. Even now, a limited amount of research is available that goes 
beyond explaining and categorising gratifications for media use by addressing the role of 
personality factors in determining these motivations.  
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A number of previous studies have taken the uses and gratifications approach to define the 
motivational factors of users’ online engagement; however, research on the origin of needs and 
motives behind specific online trends like photo sharing, and the gratifications users seek, has 
just begun to surface (Orchard & Fullwood, 2010). Orchard and Fullwood (2010) published one 
of the first reviews on personality and Internet use. They employed uses and gratifications and 
Eysenk’s psycho-biological model (a three-dimension personality theory of Extraversion, 
Neuroticism, and Psychoticism) to bring together studies of why individuals are drawn towards 
differing Internet sites. They highlighted the importance of studying psychological factors such 
as personality traits in directing media users' preferences for certain feature use as well as the 
relationship between personality traits and different motivations for Internet engagement. 
Nevertheless, as early as 1974, Rosengren (1974) acknowledged the importance of considering 
personality and individual differences in media use research as primary factors. In addition, Katz 
et al. (1974), identified some of the uses and gratifications research deficiencies in addressing 
the social and psychological origins of needs, because different users have different expectations 
and needs, which lead them to engage with certain media or certain feature use. 
 
Finn (1997) conducted one early study on the relationship between the Big Five personality traits 
and traditional media use (such as television and radio) and found many associations between 
type of use and personality. He emphasised the importance of considering uses and gratifications 
in relation to personality traits to gain a better understanding of the origins of media exposure 
and as a means of better understanding the role of motivations (Finn, 1997). 
 
As it was mentioned above, since the original uses and gratifications theory was developed, 
entertainment and passing time have already been identified as motivations for engaging with a 
variety of media, including SNS (e.g. see Sheldon, 2008; Papacharissi & Mendelson 2011) and 
these gratifications are still relevant as the main functions of mass media have not changed 
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hugely. On the one hand, new gratifications have also emerged based on new facilities and new 
media usage, such as self-expression in user-generated media; on the other hand, the uses and 
gratifications model has successfully been applied to studying online content creation in such 
media like Facebook, Twitter and blogs. Therefore, the direction of research has extended from 
focusing on how and why people use a specific medium, toward researching what type of 
content users generate and why (Chen, 2011; Cheung, Chiu, & Lee, 2011; Smock et al., 2011).  
 
Furthermore, new motivational factors are developing over time (Lampe et al. , 2007), because 
new features are added to such platforms, and therefore, more diverse audiences are motivated to 
join different online platforms to fulfil their specific needs (Perrin, 2015a, 2015b; Perrin & 
Duggan, 2015). Lampe et al. (2008) conducted one of the first longitudinal qualitative studies on 
the use and perception of Facebook by interviewing users to compare usage of early adopters 
(i.e. those who joined Facebook in 2004 when it launched) with late adopters (i.e. 2007) and 
found a significant change in the pattern of use. For example, interviews conducted in 2007 
showed that late Facebook adopters use the site for photos sharing, but when they first joined the 
site even there were not many photo-sharing features available.  
 
Media have an evolving nature that can be the result of new technology as well as new demands 
of the users. Photo-related features and visual-friendly functions are among those that are rapidly 
advancing in social media, particularly through mobile use and smartphone applications 
(Duggan, 2013; Duggan & Smith, 2013; Lenhart, Smith, Anderson, Duggan, & Perrin, 2015). 
For example, Facebook recently introduced the possibility of live video sharing on the timeline. 
It allows users to broadcast a live video for 30 minutes that will be saved automatically on the 
user’s profile. There will be a real-time stream of comments from live viewers. Users can also 
see the number (i.e. how many friends) and the names of friends who are watching (Facebook 
help, 2016). 
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With the advent of social web or Web 2.0, a variety of features for content generation is 
available, and it is expected that media users utilise particular features and create content to 
attain certain psychological and sociological needs. Obviously, new media are no longer merely 
a means of entertainment and filling leisure time. Especially in the age of social media and 
considering individual differences, users’ ‘self-reflection’ seems to be a prerequisite for 
employing uses and gratifications theory (LaRose, 2009). For example, some users may prefer to 
post on a friend’s Facebook wall where all other friends can see the post, but other users may 
prefer private messaging and find it more convenient. As another example, arguably to portray 
an idealised self and manage self-impression in an online profile, one can strategically upload 
some photos and hide or avoid certain types of photos to place oneself in the best possible light.   
 
Therefore, one area of potential research on the importance of studying feature use as well as the 
manner in which personality may influence different patterns of use is regarding photo-related 
activities. This is particularly pertinent when photo sharing is one of the most popular online 
activities given the ubiquity of mobile cameras and that the overall accessibility of the Internet 
encourages users more than ever before to upload and share photos. However, very little is 
known about various types of uploaded photos, users’ motivations and the role that personality 
might play in determining the amount and types of photos that users choose to share with others.   
2.1.4 Visual Communication 
 
Primacy of the visual or visual culture is an integral component of modern social life; pictures 
are everywhere. Since its invention, photography has been an influential tool for communication 
and identity formation (Rose, 2007). A photo is a sight or an appearance, which has been 
detached from a certain place and at a certain time. It is not simply a physical record of people 
and occasions. Pictures embrace the photographer’s thoughts and preferences (Noland, 2006).  
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In recent decades, through the ubiquity of digital cameras and camera phones, the social 
application of personal photography has shifted from focusing on family events to more personal 
aspects of life, and from a method of recording and documenting life events to a method of 
sharing personal experiences and more intimate information (Van Dijck, 2008). Even nowadays, 
live stream observation of videos of any occasion is easily possible via the Internet on websites 
such as YouTube as well as Facebook via ‘Facebook live’ (Facebook help, 2016). 
 
People tend to take photos for a variety of reasons and even on a daily basis, which results in 
huge personal collections of photos and videos. According to the report from a national survey in 
Britain started from 2005 and continued for seven years and published by Oxford Internet 
Institute in 2013, browsing photos has become the most frequent online leisure activity in recent 
years, having substituted listening to music online. Additionally, posting photos online has 
increased dramatically from 53% of the participants in 2011 to 64% of them in 2013 (Dutton & 
Blank, 2014). 
 
In terms of online social life, photo sharing on social media seems to be an indispensable part of 
self-presentation and impression management through which users communicate visually 
(Siibak, 2009). On Facebook, users predominantly communicate visually by uploading a variety 
of photos to their profiles. It seems that they choose different types of photos to fulfil specific 
needs. Some researchers attempted to categorise popular types of photos that users upload. For 
example, Peluchette and Karl (2009) suggest that students on Facebook profile photos portray 
themselves in four main types of image; sexy and facially attractive, wild and bold, fun and 
friendly, and offensive and emotionally unstable.  
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On Instagram, a specialised photo-sharing site, users inclusively communicate visually through 
pictures that they take via mobile phones. They can improve their photos and choose certain 
colours and filters to enhance the photo features and attractiveness before uploading to the site 
(Kim, Lee, Sung, & Choi, 2016). Even on Twitter, another popular social medium, which is 
especially designed for information and news sharing by producing and posting short messages, 
many users tend to share the details of their daily lives and even chat through tweeted pictures 
(Thelwall et al., 2016). 
 
2.1.4.1 Photography as Research Tool 
 
For years, drawings, paintings, and photographs are used in psychological research (Willig, 
2013). Images can be used to explore hidden characteristics of one’s identity or even recently to 
predict future risky behaviours such as problematic alcohol drinking from social media photos 
(Moreno, Christakis, Egan, Brockman, & Becker, 2012; Ridout, 2016; Ridout, Campbell, & 
Ellis, 2012). 
 
Photo-elicitation, photovoice, and photo-production are the three most common qualitative 
method of using photographs in psychological research. Photo-elicitation utilises photos as a 
stimulus to encourage participants to produce rich and varied data in interviews or discussions. 
Photovoice is the technique of using photographs as a way of promoting social change, 
particularly for marginalised groups (Willig, 2013). Photo-production or auto-photography can 
be conducted as part of ethnographic research in which participants and not the researcher(s) 
take photos (Dollinger, 1996; Dollinger, 2006). Participates may choose a topic of personal 
interest, or they could be asked to take photos related to certain topics (Schwartz, 1989). For 
example, participants can be instructed to take photos by which they will explain ‘how they 
define themselves’ or ‘what are the most important things in their life’ (Dollinger, 1996; 
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Dollinger, 2006). In this method, photos are used as the main source of data or as a 
complementary tool for researchers in follow up interviews or group discussions. Such studies 
have been mainly conducted in the field of identity construction, adolescent and schooling 
experiences (DeMarie, 2010), adulthood and problematic drinking (Tonks, 2012), manifestation 
of certain characteristics like creativity (Dollinger, 2003), ageing and body image (Phoenix, 
2010). 
 
Using quantitative methods, some researchers have examined existing offline photos to find 
meaningful correlations between the type and content of photos and personality characteristics of 
the person depicted in the photos. For example, studies on facial expressions and physical 
appearances using college yearbook photos showed the association between a number of general 
personality characteristics such as likability and important life consequences such as divorce, 
longevity and length of life (Harker & Keltner, 2001; Rule & Ambady, 2010).  
 
As another example, Abel and Kruger (2010) found a psychological effect of positive emotions 
portrayed in group sport pictures of baseball players. By conducting a longitudinal study, they 
showed that smile intensity in photographs could predict life expectancy and longevity. 
Regarding the Big Five personality traits, Naumann et al. (2009) showed that some traits such as 
Extraversion and Openness are more visible and accessible to be judged based on physical 
appearances in offline photos. In other words, strangers can more accurately assess these traits 
from photographs. Neuroticism, however, is found to be an unobservable trait for viewers, 
because people find it difficult to guess and rate this characteristic accurately.  
 
One important point is that to learn about someone from the content of her/his pictures s/he does 
not necessarily need to be in the photos. Particularly in the online settings, having little or no 
online visual presence can imply certain characteristics of that person, such as shyness or low 
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level of Extraversion. Furthermore, the subject of the photos and the level of details in a photo 
might be very revealing about the person who captures them and/or shared them online 
(Dollinger, Urban, & James, 2004; Dollinger, 2006). 
2.1.4.2 Nonverbal Communication and Photo Sharing  
Research shows that in real-life situations, first impressions happen in less than a second and 
without much cognitive effort at the time of interaction. In fact, first impressions partly form as 
an unconscious process. In particular, for instance, an interpersonal attraction at zero 
acquaintance in a real-life situation relies on a variety of different kinds of cues provided. Verbal 
cues like the content of what someone says and the way of saying it. Physical cues include 
clothing and hairdo, etc. Nonverbal cues consist of (change of) gestures and posture (Bar, Neta, 
& Linz, 2006; Duckworth, Bargh, Garcia, & Chaiken, 2002). 
 
Early approaches to CMC and online impression formation such as “cues-filtered-out” 
perspective by Culnan and Markus (1987) argued that in online interactions, many 
communication cues are filtered out because there are no nonverbal cues available to regulate 
social interaction and ultimately shape accurate impressions. In other words, it suggests that 
online communication or CMC are less personal and could not result in effective relationships 
between interaction partners, as it is possible in face-to-face communications. 
 
In highly textual online environments users adapt certain verbal cues in order to be better 
understood by others, for example, by selection of simple words or write in less sarcastic ways. 
This could be one reason that generally in the online settings people tend to disclose more 
frequently, and on various topics but not necessarily with more depth. On the other hand, 
research also suggested that the possibility of asynchronous communications online along with 
the absence of nonverbal cues can lead to depth of self-disclosure or reveal of intimate personal 
information over a period of time (Suler, 2008; Walther, 1996). 
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Later, Walther (1992) argued that although lack of nonverbal cues in the online settings is 
applicable, when online users actively engage with a media and spend more time exchanging 
messages, they will be able to utilise online markers or online cues instead of nonverbal cues. 
Therefore, online users will be able to communicate similar to face-to-face situations or even 
more effective than normative offline settings. Accordingly, he introduced social information 
processing theory that suggests like face to face interactions; online communications develop 
over time. People use any pieces of available information to make impressions about others. 
Social information processing theory also posits that lack of nonverbal information online 
demands greater self-disclosure. For example, particularly in digital text-based communications 
use of emoticons help to reveal of emotional status of the users (Kaye, Wall, & Malone, 2016). 
Emoticons are graphic symbols that mainly represent facial expression and extensively used in 
online communication to convey users emotions (Wall, Kaye, & Malone, 2016). 
 
There are three dimensions of self-disclosure. Amount of self-disclosure, which is the frequency 
and quantity of the shared personal information. Breadth of self-disclosure, which refers to the 
information one shares on a wide variety of topics, and depth of self-disclosure that is the 
information related to more aspects of oneself. Depth of self-disclosure is referred to as intimate 
disclosures. The last two facets of self-disclosure determine the quality of the shared information 
that can be more useful in understanding the nature of CMC (Hollenbaugh & Ferris, 2014). 
However, many studies on online self-disclosure overlooked the other aspects and mainly 
focused on measuring the amount of self-disclosure or quantity of shared information 
(Hollenbaugh & Ferris, 2014; Joinson, 2001). 
 
In general, in comparison to face-to-face interactions, nonverbal cues in the online environment 
are limited, but at the same time those cues that are available, for instance from posted photos to 
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a profile, can be more easily controlled by users to leave desired impressions. Furthermore, 
online interactions limit the usage of nonverbal cues available in face-to-face communication 
and can promote content cues and language (Walther, 2007). For example, online users employ 
emoticons and add them to their written content to express emotions, which act as nonverbal 
cues (Fullwood & Martino, 2007).  
 
Online activities are digital footprints; choices of a username, language use and photographs all 
contribute to nonverbal communication and users’ online self-presentation (Fullwood et al., 
2013). Arguably, visual information available in posted photos is one of the most effective kinds 
of information to learn about one’s characteristics. Particularly photos are very powerful 
medium in making online impressions possible.  As an example, from online dating sites, 85% 
of participants in a study of Australian users said they would not contact profile owners without 
a photo on their profile. Online daters use pictures as an essential tool to learn about someone, 
especially where attractiveness has a key role in building a close or romantic relationship 
(Whitty & Carr, 2006). Similarly, Fiore and Donath (2005) found that the presence of an 
attractive photo was the main predictor of how many messages an online dating user received, 
especially for women, where males put more importance on attractiveness on their potential 
partner (Hamilton, 2016). Particularly, posted photographs on a dating profile are key parts of 
the user visual self-presentation. 
 
Much research concludes that people assume an online profile is more attractive simply because 
it has an attractive photo. This influence is called ‘halo effect’ where an attractive photo can 
influence the whole profile to be judged more attractive by the observers. When something has a 
positive halo effect, it means that the presence of one quality can result in being evaluated more 
highly on other qualities (Fiore et al., 2008; Hamilton, 2016). 
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2.1.5 Facebook, the Biggest Photo Sharing Social Media 
 
Facebook’s name stems from the informal name ‘Book of Faces’ for a printed directory of 
names and pictures given to students of Harvard University so they can get to know other 
students by seeing their ID photo (“Facebook", n.d.). The human face has always been an 
important concept for understanding individual differences in various fields, from portraits in 
arts to physical symptoms such as pain in medicine or mental perspective in psychology and 
psychiatry (Todorov, Olivola, Dotsch, & Mende-Siedlecki, 2014). Beyond the figurative 
meaning of this word, ‘face’ metaphorically represents status, dignity and prestige. In English, as 
well as many other languages and cultures, the term ‘to save face’ describes the effort 
individuals put into actions to maintain an established position among others, and to ensure that 
their behaviours are not perceived negatively by others (Goffman, 1955). Not surprisingly, a 
huge proportion of uploaded photos on the popular social media like Facebook are of faces, for 
example in the form of selfies of the profile owners, which are technically digital self-portraits 
(Kim et al., 2016). 
 
Among social media, Facebook is not only the most populated social platform; it is the biggest 
and fastest growing photo sharing site (Rainie et al., 2012) with a daily uploading rate of over 
219 million photos (Facebook newsroom, 2013). According to Statista (2015), Facebook had 
1.49 billion monthly active users in the second quarter of 2015. Based on 2015 Pew statistics, in 
the US 72% of adult Internet users were a member of Facebook, and this proportion remained 
unchanged from 2014. This population contains 62% of the entire adult population in America. 
Recently many new social media platforms particularly in the form of mobile applications have 
emerged, for example, Instagram and WhatsApp. Nevertheless, Facebook still has the most 
engaged users as 70% of its users log on daily. 43% of Facebook users even log on to the site 
several times a day (Duggan, 2015). 
 
PERSONALITY AS A PREDICTOR OF VISUAL SELF-PRESENTATION 49 
 
In line with its theme of sharing and connectivity, using Facebook is widespread, because it is an 
open platform which allows users to talk about their real thoughts and experiences, as well as 
getting to know others. Early Internet studies suggested that people tend to present their 
idealised selves through content sharing. However, research on the manifestation of personality 
in social media showed that opposite to the idealised virtual-identity hypothesis, users portray an 
accurate representation of themselves. For example, research suggests that Facebook users 
communicate their true self, supporting the extended real-life hypothesis (Back et al., 2010). 
 
Among the variety of online activities in social media like Facebook, several studies showed that 
posting photos is one of the most popular pursuits (e.g. Pennington, 2009; Wilson, Gosling, & 
Graham, 2012). Considering the offline accountability of Facebook as well as difficulty in 
controlling visual self-presentation regarding the impressions that will be made through 
uploaded photos, this thesis is interested in examining whether photo-related behaviours, mainly 
photo sharing, can reveal personality characteristics. 
 
2.1.5.1 Main General Features on Facebook 
 
In terms of the most popular features of Facebook, is the Timeline which was introduced on 
Facebook in 2011/12 as “a new way to express who you are” (Zuckerberg, 2012). Timeline 
allows data uploaded at various points to be automatically ordered into a seamless chronological 
presentation, offering a more user-friendly and logical way of viewing previous interactions and 
what users have uploaded. The most important aspect of this feature is its applicability as a 
customised tool for self-presentation in a consistent and easy-to-use way. This focus on ease and 
convenience of self-expression may help to explain how Facebook has obtained such a large 
number of users and become the most populated social media platform. Furthermore, Timeline 
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has become a nostalgic archive of visual memories for many users who are encouraged to share 
more memories in a timely manner and more frequently (Orchard et al., 2014). 
 
In addition to photo sharing services as the most significant feature, Facebook offers a number of 
other services including a friends list, status update, Wall, like, comment, events, message, and 
chat. This range of features gives users a holistic sharing experience through the platform. For 
instance, users can contact friends either privately (through messages or chat) or publicly (via 
the wall) to discuss a possible social activity. They can then use the events feature to ‘create’ the 
event (publishing the date, time and location) and easily invite others from their friend's list or 
even recently people out of a network of friends. Before and during the event they can post 
status updates about it (which any of their friends can like or comment). Any photos taken 
during the event can be uploaded to a shared or private album, and users can tag anyone in their 
friend list who appears in the photos (and again, any of their friends can like the photos). Thus, it 
not only becomes very simple to involve Facebook in offline activities, it can become easier to 
organise and share information on Facebook than offline, and it is manifestly easier to gain 
measurable feedback on shared information through likes and other public responses (such as 
confirming attendance to an event) (Facebook help, 2015). In the same way, online users can be 
a member of several online groups either private which require approval or open to everyone. 
They can also have unlimited self-generated groups with people whom they share certain 
interests for instance.  
 
One of the core features on social media is a list of contacts in the form of a friend list or 
followers/following on Facebook, Twitter or Instagram. On Facebook, users tend to have over 
100 online friends. For example, Canadian participants in Christofides, Muise, and Desmarais 
(2009) reported a mean of 297.07 Facebook friends. Most UK respondents in a study by Lewis 
and West (2009) reported having 100–200 Facebook friends. In Sheldon (2008), US respondents 
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had 200–350 friends. In a survey of users, Malaysians reported a mean of 233 Facebook friends 
(Balakrishnan & Shamim, 2013). Users with more Facebook friends normally log in more often 
and at the same time, those who frequently log in to Facebook are more likely to add more 
friends. As a result, the number of friends is considered as an important factor for Facebook use. 
It can thence be suggested that the number and facility of features on Facebook only become 
relevant when users have a large enough number of friends on their friend list to make logging in 
worthwhile (Balakrishnan & Shamim, 2013).  
 
It is worth noting that, according to Dunbar’s Number (1992) one has a cognitive limit to 
maintain stable social relationships with only about 150 friends. However, it seems social media 
and mobile accessibility have augmented human social capabilities and omitted cognitive and 
biological constraint on human communication (Goncalves, Perra, & Vespignani, 2011). 
 
In an interesting study based on Dunbar's theory, Goncalves and colleagues (2011) employed 
‘Big data’ of 1.7 million Twitter users and examined the theoretical cognitive limit on the 
number of stable social relationships users can maintain in Twitter. They used an automatic 
algorithm to test a huge dataset of Twitter conversations gathered for six months. They 
examined whether Twitter can enable its users to be engaged and remain connected with over 
100–200 contacts in stable relationships. The focus of this study was on genuine and strong 
social relationships where the researchers weighted interaction strength between two users by 
calculating the average weight of each interaction as a function of the total number of 
interactions. Accordingly, they could validate Dunbar's number and found that even in the online 
environment, the ‘economy of attention’ is limited. In other words, Twitter communities 
normally averaged between 100 and 200 users. Therefore, similar to offline social settings, the 
size of online social networks is also limited due to brain’s cognitive and biological constraint 
(Goncalves et al., 2011). Other investigations on the comparison of online and offline social 
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networks using both Facebook and Twitter datasets also provided evidence that the structure of 
online social communities reflects those in the offline settings, supporting Dunbar’s theory 
(Dunbar, Arnaboldi, Conti, & Passarella, 2015). 
 
In terms of types of Facebook users, students are the main content creators (Dutton & Blank, 
2014) and user group for Facebook, with between 85% and 99% of students using this SNS 
(Hargittai, 2007). According to studies conducted in the US and Canada (Christofides et al., 
2009; Ellison, Steinfeld, & Lampe, 2007; Pempek, Yermolayeva, & Calvert, 2009; Ross, Orr, & 
Sisic, 2009), students’ daily use of Facebook last around 10-60 minutes. This would normally 
occur over more than one sitting, for example, an average of 6 times daily (Junco, 2012). An 
important point is that students are a major user group for Facebook. Therefore it seems using a 
student sample would represent the typical Facebook users. 
 
2.1.5.2 Main Visual Features on Facebook 
 
Twelve years after launching and with 1.71 billion monthly active users (Statista, 2016), about 
265 billion photos have been uploaded on Facebook, and every day 350 million new photos will 
be added (Facebook.com, 2012, 2013). Previous restrictions, such as the limitation to the 
maximum number of uploaded videos and photos in an album to 1000, have been eliminated. 
Also, since 2011, many new image tools and visual-friendly features have been introduced to 
make the photo activities easier and more encouraging. For instance, by letting users upload 
numerous bigger photos with higher resolutions two times faster than before, and the possibility 
of tagging, editing, adding a description, date, location, etc. while pictures are loading 
(Facebook.com, 2012).  
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In the new version of the photo viewer, several main structural improvements introduced for users’ 
photo browsing experience. A) The online photos are shown bigger; even previously uploaded 
pictures. B) More focus on a single opened photo by blurring the background. C) The user will 
remain on the current Facebook page and do not need to navigate back or go back to another 
Internet browser’s window to see the previous picture. D) About 200 photos automatically 
displayed as the users scroll on photo albums. E) Photos’ thumbnails shown bigger and number 
of ‘like’ and ‘comment’ appear on the photos with no need to open a photo and/or navigate to 
another page. F) ‘Photo Sync’ function, in which photos from a mobile phone are automatically 
uploaded into a private default Facebook album, and synced photos can be shared on the Timeline 
from a desktop computer with greater ease and speed of sharing (Blog.Facebook.com, 2014).  
 
Additionally, Facebook’s new tagging facilities encourage users to tag more photos. For 
example, to persuade users, the site employs various communication strategies. From sending 
screen messages like “photos are better with friends” and asking questions like “who were you 
with?”, moreover, suggesting friends’ name to be tagged via ‘facial recognition software’ in 
which a predesigned template of one’s face will be automatically matched with newly uploaded 
photographs  (Armbrust, 2012; Facebook newsroom 2013). 
2.1.5.2.1 Profile Picture 
 
The profile picture is a ubiquitous feature in almost any type of online profile. It is the central 
photo which appears next to any contribution the profile owner makes throughout various 
platforms. It has an impact on how a user’s persona is perceived by others. Previous evidence 
suggests, there is conformity in profile picture content or type. On Facebook, the most popular 
theme for a profile pictures is a photo depicting the profile owner showing at least her/his face 
and shoulders (Hall & Pennington, 2013; Steele, Evans, & Green, 2009). 
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Although uploading a profile picture is optional, the majority of profiles contain at least one 
profile picture. This picture usually shows the profile owner, while having a profile picture other 
than oneself has been linked to self-reported Facebook dishonesty (Hall & Pennington, 2013). 
From the users’ perspective, this image is also considered as an identification (or Photo ID) to 
show the possession of the profile. From the providers’ perspective, when a Facebook profile is 
suspected of being compromised, the profile owner should not only confirm her own profile 
picture but also need to match some random friends’ profile pictures with given names as 
multiple choices as a method of identity verification (Blog.facebook.com, 2014). 
 
Ivcevic and Ambady (2012) showed personality assessments of Facebook users are mainly based 
on the profile photo because viewers consider the profile pictures as the focal piece of 
information to perceive the profile owner’s characteristics. Further studies showed that not only 
owners’ profile photo but also profile pictures of their friends play an important role in the 
perception of profile owners’ characteristics as well as impression formations (Utz, 2010; Utz, 
Tanis, & Vermeulen, 2012). 
 
Other lines of research showed that content of profile pictures could be used as accurate 
manifestations of users’ current emotional and mental status as well as a criterion for future 
evaluation of life. In a longitudinal study, Seder and Oishi (2012) found a positive correlation 
between the intensity of smiles on Facebook profile pictures of first-year students, and the life 
satisfaction they experienced at the time of study as well as 3.5 years later.  
 
Tifferet and Vilnai-Yavetz, (2014) examined profile pictures and cover photos on Facebook to 
see the role of gender differences in the type of users’ self-presentation. They found that males’ 
profile pictures emphasised their status by showing possession or wearing formal clothing. They 
also had more photos in outdoor settings, suggesting risk-taking behaviours. Whereas, females 
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tend to choose a profile picture in which they emphasised social relationships and emotional 
expression. Females were more likely to have family photos and more photos of themselves 
smiling while looking into the camera.  
 
2.1.5.2.2 Cover Photo 
 
The cover photo is the biggest picture, positioned at the top of the profile page. This feature first 
launched in February 2012 to be used as an improved visual tool to help complementary self-
expression (Facebook newsroom, 2012). A current cover photo is always public on the Internet, 
and Facebook does not allow any manipulation of its privacy settings. Particularly, Facebook 
encourages users to select a unique cover photo to make real profiles distinguishable from fake 
ones. A cover photo is mainly used as decoration or an additional visual self-disclosure when 
completing a profile. (Facebook Help, 2013).  
 
Cover photos mainly contain psychographic information such as hobbies, values, lifestyle, and 
social relationships, including family photos or photos of others. Contrary to profile pictures, 
research found no clear difference in the content of cover photos of males and females, as such 
photos largely serve as a supplement to the self-presentation that users demonstrate in their 
profile pictures (Tifferet & Vilnai-Yavetz, 2014). 
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2.1.5.2.3 Tagged Photos 
 
Friends of a user use the tag feature; hence tagged photos will appear on both users’ profiles in 
the ‘photos of x’ section. Tagging is suggested to be a common strategy for virtually linking 
people to create and maintain bridging and bonding with others, not only inside but also outside 
of one’s online network. In fact, the time spending on engagement with the social media can be a 
factor in enhancing a user’s social capital (Ellison et al., 2007; Lampe, Ellison, & Steinfield, 
2007; Lampe, Ellison, & Steinfield, 2008).  
 
Social capital is a concept that talks about the benefits of having mutual relationships with others 
in society. Social relationships with peers are referred to as social capital. (Steinfield et al., 
2008). Ellison et al. (2007) suggested that the longer users are members of Facebook, the more 
interaction they will have, and such interactions will result in the formation and maintenance of 
social capital. There are two types of social capital; bridging social capital and bonding social 
capital. Bridging social capital refers to the informational benefits of having a heterogeneous and 
diverse network of weak ties while bonding social capital refers to the emotional benefits 
individuals can gain from their strong ties to close friends and relatives. In a follow-up study by 
Steinfield and colleagues (2008), it was found that Facebook use could particularly increase 
bridging social capital among users. In particular, it seems having more tagged photos can be an 
indicator of being popular and having a better social capital.  
 
On the other hand, there are some concerns from a privacy perspective. Photos uploaded and 
tagged by a user’s friend on social media can be perceived as an identity threat or simply 
undesirable by some people. Therefore, social media users employ various methods to deal with 
perceived invasions of privacy. The most common methods are untagging the photo themselves, 
sending a deletion request to the poster, or changing the privacy setting of their profile to let 
them review what will appear on their timeline (Lang & Barton, 2015). For example, Shelton 
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and Skalski (2014) employed content analysis on Facebook content and particularly focussed on 
tagged photo themes. They concluded that the nature of social media content tends to be 
provocative and privacy-threatening (Shelton & Skalski, 2014).  
 
2.2 Self-presentations and Impression Management 
 
2.2.1 Definition 
 
Self-presentation is the process by which individuals convey to others that they are a certain kind 
of person or have specific characteristics (Zarghooni, 2007). This process can happen 
consciously or automatically and unconsciously. Self-presentation is involved in impression 
management through social interactions when one' puts efforts to manage her/his public images 
(Leary & Allen, 2011a).  
 
One of the earliest well-known academic writings on the concept of ‘face’ and self-presentation 
is by Erving Goffman (1955). He was an influential sociologist, in two of his main works ‘On 
Face-work: An Analysis of Ritual Elements of Social Interaction’ and ‘The Presentation of Self 
in Everyday Life’, that discussed roots and motivations as well as possible consequences of self-
presentation in social interactions. He defines ‘face’ as “the positive social value a person 
effectively claims for himself. “Face is an image of self, delineated in terms of approved social 
attributes” and ‘Face-work’ as "the communicative strategies one uses to enact self-face and to 
uphold, support, or challenge another person's face" (Goffman, 1955, p. 5). 
 
Goffman looks at self-presentation from the perspective, considering how individuals interact 
and develop shared meanings to negotiate and create the social world. He employs a 
dramaturgical metaphor and compares self-presentation to acting on stage, with individuals 
working as social actors to present a positive self-image which seems authentic. According to his 
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theory of self-presentation; what an individual presents about the self is shaped by two main 
factors; one is the environment or the social settings where the self-presentation is occurring and 
the second is the targeted audiences. It is also composed of explicit aspects, such as the words 
one chooses to use, and implicit aspects, such as nonverbal cues including facial expressions. 
For the most part, he highlighted the role of external drives over the need of the self. 
  
Unlike the earlier studies that emphasised o the role of external audience and social 
requirements, research that is more recent suggests that self-presentation is motivated by two 
broad main reasons. These include a desire to influence others or generally to please others 
(depending on social situations and interaction partners) and to meet the needs of the self, where 
it is important to consider the role of one’s personality construct, goals and motivations towards 
any change in behaviour (Leary & Allen, 2011a).  
 
The important point is that self-presentation has not necessarily been used about inauthentic 
behaviour. This concept has been explored widely from both sides, as it could be a genuine or 
synthetic representation of one’s identity. It seems self-presentation is better to be treated on a 
spectrum from authentic to inauthentic based on different social situations as well as based on 
one’s personal needs and goals.  
 
In fact, to be judged and associated with positive attributes plays a consequential role in both 
personal and social life, as well as in making one feel positive about the self. It can also have 
substantial outcomes such as boosting self-esteem (Leary & Allen, 2011b). Furthermore, 
individuals feel a need to present themselves in a way that conforms with their existing self-
image, their social roles as well as what is known as reputation or norms in social settings. 
Otherwise, they may find the situation problematic or stressful. 
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Self-presentation is an umbrella concept that has several facets and dimensions. For example, 
self-presentation is not possible without self-disclosure and revealing of personal information. 
Research suggests that self-expression and self-disclosure are essential to self-presentation as a 
practice of revealing new information to create bonds and/or develop trust between interaction 
partners (e.g. Christofides et al., 2009; Ellison, Heino, & Gibbs, 2006). Likewise, letting others 
gain awareness of one’s life reinforces the sense of co-presence, being part of a community 
and/or friendlier relationships (Biocca, Chad, & Judee, 2003). 
 
Throughout this thesis self-presentation and impression management will be used 
interchangeably which is similar to the accepted approach other academics adopted (Attrill & 
Fullwood, 2016; Leary & Kowalski, 1990; Leary & Allen, 2011; Orchard et al., 2014; 
Rosenberg & Egbert, 2011). Self-presentation will refer to the same concept of representations 
of oneself in online social settings. Specifically, this thesis will focus on visual self-presentations 
of Facebook users through their online photos. Therefore, it does not necessarily refer to any 
change toward falseness or dishonesty, but a manifestation of one’s personality characteristics in 
social media.  
 
2.2.2  Components of Self-presentation and Impression Management 
 
According to Leary and Kowalski (1990), impression management has two main components: 
impression motivation and impression construction. Impression motivation looks at how 
motivated people are to manage the impression they are creating. In other words, to make an 
impression one should be motivated for that. Dating and job interviews are good examples of 
when individuals are highly motivated to show their best side. Impression motivations depend on 
three elements. Comprising the ‘goal-relevance’ of the impressions individuals create (which is 
what they would like to achieve through the impression they create); the value and the 
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importance of expected outcomes and how much they want to achieve this, and lastly, the 
difference between existing and wanted images (or how different the impression is from the 
authentic image). Leary and Kowalski (1990) further suggest that the second component is 
impression construction. It includes self-concept, desired and undesired identity images, role 
constraints, target's values, and current social image. In other words, these main factors influence 
the extent to which someone engages in impression relevant actions.  
 
Furthermore, individuals can benefit from impression management because a successful act of 
impression management can result in three main positive outcomes: enhancing self-esteem, 
identity development, and gaining social rewards (Leary & Kowalski, 1990). As self-esteem is 
related to the positive and negative evaluations of oneself, it can be a key factor in determining 
how much an individual feels the need for impression management (Wall et al., 2016). 
Additionally, gaining social rewards in the form of social approval seems to be another major 
reason for the act of impression management (Leary & Kowalski, 1990). 
 
Successful impression management needs both motivation and skills. It happens when the 
person who is self-presenting is associated with positive actions and disassociated from negative 
actions or undesirable social situations. Therefore, no matter what the self-presentation is about 
and how someone tries to construct an impression, the main point is that if successful, it will be 
accepted by others and ideally believed to be a genuine gesture (Leary & Allen, 2011b; Leary & 
Kowalski, 1990). 
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2.2.3  Impression Management Strategies 
 
Regarding different types of impression management, researchers have categorised several 
distinct strategies. One of the most common self-presentation strategies is ingratiation. It has 
been identified as one of the most effective impression management techniques to elicit positive 
responses. Ingratiation is getting others to like and accept you. As most people tend to believe 
that they are likeable and desire to be recognised as friendly by others, behaving in favour of 
others and agreeing with them is the best way to gain social approval even when being 
inauthentic (Jones, 1964, cited in Leary & Kowalski, 1990). Anecdotally, some Facebook users 
utilise ‘like’, ‘comment’ and ‘tag’ as a method to become more likeable to certain friends. For 
example, they ‘like’ or ‘comment’ positively on every post of certain people in their network 
even if they do not feel and think positively about the specific content of the posts. 
 
The other common self-presentation strategy is self-promotion. Employing this strategy, one can 
get others to believe in her/his abilities and competency. In the context of online interactions via 
social media, there is evidence that shows the positive relationship between some personality 
traits such as Narcissism and heightened tendency towards posting self-promoting photos and 
status updates (Wang, Jackson, Zhang & Su, 2012). 
 
In most situations, it is desirable that one be known as friendly and cooperative and, at the same 
time, capable and intelligent. If one puts these two strategies of ingratiation and self-promotion 
in action s/he will have a better chance to gain social and interpersonal benefits from them, for 
example in a work context being known as a competitive yet friendly (Jones, 1964, cited in 
Leary and Kowalski, 1990).  
 
Subsequently, Jones and Pittman (1982) identified a number of other impression management 
techniques in addition to ingratiation and self-promotion, including intimidation, 
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exemplification, and supplication. Later, other researchers proposed new categories for the most 
common impression management techniques, including excuses, apologies; justifications; 
disclaimers; self-handicapping; entitlement; sandbagging; enhancement, and blasting (Lewis & 
Neighbors, 2005). More recently, and from a holistic perspective, Paulhus and Trapnell (2008) 
categorised all these techniques into either agency or communion. Agency refers to actions and 
behaviours aiming for self-achievement and more personal goals, whereas communion refers to 
behaviours aiming for group interaction or community goals.  
 
As mentioned earlier, self-presentation and impression management is a complicated concept 
and can be influenced not only externally, through social, environmental necessities or situation-
specific cues, but also internally by individual elements such as personality traits. These cues 
could be based on the social context (e.g. how public or private it is) or interpersonal (i.e. how 
the individual perceives others’ responses). The reaction to these cues how much individuals 
monitor their social behaviour will vary based on various personal characteristics. For example, 
high self-monitors adjust their behaviour in response to situational cues, while low self-monitors 
act based on their own attitudes and values (Leary & Kowalski, 1990).  
The more individuals are concerned with social image, the more they feel this need to present 
themselves in line with existing norms. Furthermore, individual differences play a role in feeling 
the need to actively engage in self-presentation, for example, Lewis and Neighbors (2005) found 
that individuals with a higher level of autonomy use fewer conscious self-presentation 
techniques. Therefore, to better understand self-presentation and impression management one 
needs to examine the effect of individual characteristics, mainly the personality of the performer. 
Furthermore, although as a general rule people want to present themselves more positively in 
front of public audiences rather than in private situations, the important point is that different 
individuals with different personality traits hold varying perceptions on how important self-
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presentation is (Paulhus & Trapnell, 2008). Therefore, one’s personality such as being public 
self-consciousness is an influential factor in determining how much s/he feels the need for 
impression management or how much effort s/he put into making or maintaining a certain public 
image. As another example, Agreeable individuals have more concern about being liked, so will 
place more value on impression management in everyday social situations (Leary & Allen, 
2011a). 
 
In the same way, a study on the relationship between Facebook behaviour and personality traits, 
it was shown that Agreeable Facebook users tend to make more comments on their friends’ posts 
irrespective of the post content (Wang et al., 2012). It is expected that Agreeable individuals are 
even more concerned with things regarding their online visual self-presentation in social media, 
especially to project a positive image of themselves not only via the content of the uploaded 
photos but also through other photo-related activities such as sharing group photos, tagging and 
making new photo albums. 
 
2.2.4 Online versus Offline Self-presentations 
 
Online self-presentation is not the same as offline self-presentation simply because technology 
mediates interactions (Joinson, 2001; Zywica & Danowski, 2008). Generally, in online 
interactions users have more possibilities over self-presentation than in face-to-face interactions. 
One reason is that online self-presentation can occur in various forms such as textual forms by 
status updates or in ‘about me’ section of a profile, or visual forms such as photo upload, or 
using emoticons to communicate feelings. Therefore, online platforms provide various 
opportunities for users to engage in more self-presentational behaviours.  
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In online interactions, users also have more control over self-presentation than in face-to-face 
interactions. For example, online users can be very selective about the types of photos they 
share. They can also edit them with software or pick the ones that cast them in the most 
favourable light (Fullwood, 2015). To portray an idealised self, users can strategically upload 
some photos and avoid certain types of photos to place oneself in the best possible light in line 
with their personality needs and certain goals to look attractive or professional for instance. In 
previous literature, impression management has widely discussed as the key reason for not only 
joining but also maintaining a Facebook profile in general (e.g. Krämer & Winter, 2008, see 
review by Nadkarni & Hofman, 2012).  
 
Individuals can even control what others are posting about them so that it does not damage their 
own self-presentation, for example by untagging themselves in an unattractive photo (Walther et 
al., 2008) as a method of impression management. Furthermore, new self-presentation 
information such as the number of Facebook friends could be used to create a positive 
impression and to look popular and more likeable on social media (Fullwood, 2015). 
Additionally, it is not only possible but also (in many instances) it is encouraged that online 
users take a closer look before uploading any content by reviewing and editing them to avoid 
regret because of possible negative consequences they may encounter.   
 
Nevertheless, this control can be offset by the difficulty of managing self-presentation to some 
different audiences who can all come together in social media in a way that is less likely in face-
to-face interactions, for example, friends, family and work colleagues. Many users feel a need 
for these audiences to be separated (Ballam & Fullwood, 2010) which is now possible for 
example through Facebook settings such as grouping certain people together and making posts 
viewable only to them. An individual may need to promote or suppress different aspects of their 
authentic or ideal self to create a positive impression for these different audiences, who may then 
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get a negative impression from a self-presentation element meant for another audience (Ballam 
& Fullwood, 2010).   
 
Furthermore, in the context of social media, the method of communication is usually one-sided 
or a one-to-many where one person broadcast to a large number of people by photo updates or 
status updates. Although one’s friends can share their opinions in the form of ‘likes’ and 
‘comments’, normally mutual self-disclosure and self-presentational behaviour such as it is the 
case in face-to-face interactions does not happen online. Nevertheless, for example using the 
chat feature or sharing photos in private groups allows online users to have interpersonal 
interactions where they reciprocally disclose to one another. Therefore, to gain a better 
understanding regarding individual differences the level of self-disclosure and researchers 
should also consider certain feature use and not only the general use of a platform. 
2.2.5 Online Self-presentations and Self-disclosure  
 
One main part of self-presentation is self-disclosure and the revealing of personal information. 
Online settings, in particular, social media, not only facilitate, but also encourage users to create 
and share content, and therefore engage in more self-disclosure act (e.g. Joinson, 2001; Zywica 
& Danowski, 2008). In fact, self-presentation will not be possible without self-disclosure.  
 
In early studies on the Internet, anonymity online has been identified as one of the encouraging 
factors for self-disclosure and revealing personal information openly (Joinson, 2001). For 
example, in one of the first investigations on the expressions of different aspects of self on the 
Internet by Bargh, McKenna, and Fitzsimons (2002), opposite to the general notion at the time 
that the online world would be very different from everyday life, they suggested that being in the 
online environment could be very similar to some face-to-face  situations since one can remain 
anonymous and unidentifiable to the other people, and for this reason, s/he will be more likely to 
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disclose intimate information. Bargh and colleagues (2002) further explained the reason for the 
increase of online self-disclosure by referring to the ‘stranger on a train’ phenomenon. 
According to ‘stranger on a train’, people may talk about very private detail of their life with a 
stranger however they may never disclose such private detail of their life to a friend or a relative 
because they assume that they will not see that person again (Bargh et al., 2002).   
 
Later, Suler (2004) introduced the online disinhibition effect and described that people might 
feel less inhibited online. Therefore, online users tend to disclose more information that is 
personal or more freely create and share content. Online disinhibitions can be either benign (e.g. 
revealing personal information) or toxic (e.g. bad mouthing). One reason for feeling less 
embarrassment online is the possibility of remaining anonymous by using a nickname or fake 
username for instance or not uploading a photo for an online profile (i.e. visual anonymity).  
 
Despite the early studies that suggest self-disclosure heighten online; subsequent studies showed 
that being online does not necessarily increase self-disclosure. For example, in a review study on 
the comparison between online and offline self-disclosure. Nguyen, Bin, and Campbell (2012) 
suggested that factors like the relationship between the communication partners, and more 
importantly the context of the interaction can better illuminate the degree of self-disclosure 
rather than the method of communication to be online or offline. 
 
Furthermore, the notion of anonymity in online behaviours used to be widespread at the time that 
social media was in its infancy, whereas now social media is an essential part of everyday life 
(Attrill, 2015). Although it is still possible to remain unidentified in chat rooms or forums, in 
fact, self-disclosure and the revealing personal information are simply prerequisite to start 
relationships, make connections and develop trust between interaction partners (e.g. Christofides 
et al., 2009; Ellison, Heino, & Gibbs, 2006). Therefore, characteristics of different online 
PERSONALITY AS A PREDICTOR OF VISUAL SELF-PRESENTATION 67 
 
contexts, as well as certain disclosure norms, should be considered to gain a better understanding 
of various aspects of online self-presentations by different users. For example, using a fancy 
username is acceptable and even common for an online profile to write a product review or get 
involved in general discussions in forums or discussion groups. However, in the context of social 
media like Facebook the common practise is that the profile owners use their real full name as 
well as upload a profile picture of themselves, displaying date of birth (at least day and month) 
and other general demographic information such as marital status or where they are from 
(country and city). These are basic elements of contemporary online self-disclosure, which 
makes online anonymity very difficult or impractical.  
 
Another important aspect of self-presentation is motivation and in fact, self-presentation ties into 
various motivations. For instance, some studies on visual self-presentation (e.g., Siibak, 2009; 
Ellison et al., 2006) have found that photos communicate qualities that users want to show as 
their values, such as being attractive, friendly, popular, high status. Most of the individuals tend 
to ensure that they choose photos, which they believe will make a good impression on other 
users, suggesting a strategic element to online self- presentation which is more relevant to the 
online communications.  
 
As another example, Christofides and colleagues (2009) showed that individuals are more likely 
to self-disclose in the online environment, particularly if they have motivations to gain 
popularity from shared information and online activities. However, they found that individuals 
still wanted to control the audience for their information, if they had higher self-esteem and 
lower trust, even though it would reduce their ability to self-disclose. On the other hand, research 
suggests that online users are more likely to increase privacy settings in their account than to 
decrease the level of their self-disclosure (Tufekci, 2007). It seems that the freedom to self-
disclose online is an encouraging factor; however, the need for privacy is another important 
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factor. Accordingly, users desire to limit the extent to which certain people in their network can 
see their online content. 
 
In addition to motivations, personality factors can influence online self-presentation as it defines 
how much one tends to open up and engage in self-disclosure. For example, Nadkarni and 
Hofmann (2012) reviewed studies on motivations for using Facebook and proposed a dual-factor 
model of Facebook use. They suggested that people are motivated to use Facebook to fulfil two 
primary needs of belongingness and self-presentation. Following this study, Seidman (2013) 
asked undergraduate students about their Facebook behaviours and motivations. She measured 
users’ Big Five personality traits to examine the relationship between personality and the use of 
Facebook to fulfil belonging and self-presentation needs. They showed that different personality 
traits could be predictors of various belongingness-related behaviours and motivations as well as 
self-presentational behaviours and motivations.  
 
2.2.6 Visual Self-presentations and Photo sharing  
 
Visual self-presentation is defined as the method people manage the impressions they make on 
others using visual aids (Zarghooni, 2007). Photo sharing is one of the most popular self-
presentational behaviour and the norm on social media (Rainie et al., 2012). Particularly in the 
highly visual context of social media, users are encouraged to perform more self-expressive 
behaviour via various activities such as posting photos, tagging, liking and commenting on 
photos. From using an ethnographic approach, self-presentation and identity formation have 
become the main function of personal photography, and the ‘Net’ generation tends to use digital 
photos as an influential communication and identity construction tool (Van Dijck, 2008). 
“Pictures become more like spoken language as photographs are turning into the new currency 
for social interaction” (Van Dijck, 2008, p. 6). 
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According to Social Presence Theory (Short, Williams, & Bruce, 1976), photos give the sense of 
being with another and an awareness of one’s life events. Pictures also can reinforce the sense of 
co-presence, relationships and identity. Photos also enhance the sense of presence in the lives of 
friends and communication partners, as well as feelings of emotional proximity (Counts & 
Fellheimer, 2004). As a result, prominently visual media (like Facebook and Instagram) are 
perceived as being friendly and simultaneously more personal and pertinent to an individual’s 
life preferences (Biocca et al., 2003). In the same way, shared photos can give the sense of real 
presence and be together at the event where the photos are taken, which can not only develop but 
also promote desirability and friendliness between online users and virtual partners (Biocca et 
al., 2003; Van Dijck, 2008). Counts and Fellheimer (2004) suggest that photo sharing is like a 
form of storytelling through which people maintain a presence in the lives of others and feel 
emotional proximity. Testing a trial mobile photo sharing system, participants reported that 
photo sharing enhances the sense of social presence among friends and communication partners 
(Counts & Fellheimer, 2004).  
 
On the other hand, rather than being limited strictly to elements of physical appearance, 
appealing characteristics in online photographs can be associated with different personal 
qualities. For example, a smiley face has what is known as a consistency or halo effect where 
perceiving someone as pleasant and likeable lead to positive evaluation of that person to have 
other qualities such as intelligence (Lau, 1982). 
 
Fiore et al. (2008) examined overall dating profile attractiveness and found that within dating 
profiles, only photos and free-text responses were predictive of profiles’ overall attractiveness. 
However, studies are not available which examine how attractive dating profiles are judged to be 
without a photograph versus those which contain multiple pictures. It is more interesting that on 
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Facebook, users can even be judged more appealing based on the attractiveness of their friends’ 
photographs (Walther, Van Der Heide, Kim, Westerman, & Tong, 2008). 
 
As well as being judged more attractive when a photo is present, Facebook users are also 
considered to be more trustworthy if they uploaded a photo of themselves (Hall & Pennington, 
2013). Another line of research on over 300 social profile cues showed that users make very 
accurate assumptions about how others view them regarding their personalities. In other words, 
users are well aware of their self-presentation in online settings. Research has found that people 
with more attractive profile pictures receive more friend requests (Hall & Pennington, 2013). 
Other studies suggest that it is better to have no photo than an unattractive photo on a Facebook 
profile (Wang, Moon, Kwon, Evans, & Stefanone, 2010).  
 
The mentioned studies suggest the importance of visual information in forming impressions and 
provide support for the social information processing theory (Walther, Anderson, & Park, 1994) 
that posits online users translate various available online cues to make a judgment. Even the kind 
of information that is provided by ones’ contacts or is perceived from one’s interactions online 
can provide particularly more valid cues as is suggested by the warranting principle (Walther & 
Parks, 2002; Walther, 2011). 
 
A study by Tifferet, Gaziel, and Baram (2012) showed that relatively small changes to profile 
pictures could have great effects on their perceived attractiveness. They used a profile picture of 
the same man either with or without a guitar and found that this small change influenced how 
women reacted to Facebook friend requests from him. They responded more favourably when he 
had a guitar. The authors explained these findings by referring to the sexual selection theory of 
music. It proposes that music is a signal in mate selection and serves as a biological adaptation 
that males use to show their inner qualities like having genetic advantages like fine motor skills, 
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being hardworking and talent to learn an instrument (Miller, 2000, cited in Tifferet, Gaziel, & 
Baram, 2011). The experimental findings can also be explained concerning the halo effect in 
photographs that is a cognitive bias in perception of a subject photographed. Simply holding a 
guitar was shown to have a positive halo effect where the profile owner was evaluated more 
likeable to the perceivers of his photo (Fiore, Taylor, Mendelsohn, & Hearst, 2008; Hamilton, 
2016). 
 
In agreement with the extended real-life hypothesis, the majority of social media users value 
social interactions in a way that they do not tend to portray an improved version of themselves. 
As an example, in one of the pioneer studies on the manifestations of the Big Five traits in social 
media, Gosling, Augustine, Vazire, Holtzman, and Gaddis (2011) found that Extraverts who are 
sociable and communicative by temperament are more likely to use interactive features online. 
They are more engaged on Facebook than Introverts are. Extraverts use various features and 
create more content, whereas Introverts who tend to be reserved and shy in everyday life spend 
more time being logged in, browsing or lurking, having a passive pattern of Facebook use.  
 
The goals being pursued can also determine what self-presentation strategy to employ. People 
have certain personal or professional goals in choosing a medium that will also determine the 
level of self-disclosure (Attrill, 2015). For example, self-disclosure and self-presentational 
norms on Facebook as an informal social platform, that is mainly used for maintaining 
relationships, are very different from LinkedIn which is for building a professional network, 
where users put effort into presenting themselves as the most employable and professional as 
possible. Such differences can easily become apparent considering visual self-presentation of 
users in different social media platforms. For instance, in LinkedIn users are more likely to 
select a business type photo or a formal self-portrait as their profile picture (Attrill, 2015). 
Additionally, platform characteristics and unique technology affordances influence not only 
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photo sharing norms but photo-sharing motivations. For example, Snapchat is a popular mobile 
application for photo and video sharing that automatically deletes the content after a few 
seconds, therefore; it gains its popularity mainly for exchanging of photos that social media 
users do not typically share on their Facebook, like sexting (Oeldorf-Hirsch & Sundar, 2016). 
Cross-platform studies may help to gain better insight about photo uploading behaviour and the 
role of personality traits that may influence certain use in certain platforms. This thesis is 
interested in the visual self-presentations or visual manifestation of personality traits in social 
media through photo sharing and other photo-related behaviours mainly on Facebook. 
 
2.2.6.1 Visual Self-presentation in Self-portraits 
 
One of the most common types of shared pictures in social media is self only or self-portraits 
(Kim et al., 2016). This thesis also explores certain characteristics of self-portraits extracted 
mainly from Facebook profile pictures. Studying the characteristics of self only photos can help 
to better understand the relationship between a user’s personality characteristics and detailed 
visual information mainly in the form of nonverbal cues, such as facial and postural expression 
in the photos. 
 
In face-to-face communications, there are different channels of nonverbal communication such 
as clothing, gestures, facial or postural expressions or keeping a certain distance while 
interacting with others. For instance, one’s posture is a meaningful nonverbal communication 
that reveals valuable evidence about emotional or motivational status (Lobmaier, Tiddeman, & 
Perrett, 2008). In online interactions, particularly in social media, the profile picture can be 
considered as the most explicit identity expression of the user. For example, research suggests 
that people form impressions of friendliness and/or attractiveness mainly based on a profile 
picture (Ivcevic & Ambady, 2012).  
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The author acknowledges that the ubiquity of social media along with mobile cameras and the 
feature of the front and forward facing cameras have introduced a new type of photo known as 
‘selfie’. Selfies are one of the most popular types of photos in social media, whereby smartphone 
users take about 93 million selfies every day (Qiu, Lu, Yang, Qu, & Zhu, 2015). The selfie has 
been defined as “a photograph that one has taken of oneself, typically with a smartphone or 
webcam and shared via social media” (Kim et al., 2016). It is not surprising that the word ‘selfie’ 
became the word of the year in 2013 by the Oxford Dictionary (Sung, Lee, Kim, & Choi, 2016). 
 
However, determining that a photo is taken by the profile owner to be categorised as selfie could 
be very subjective. Such photos might be the picture from the profile owners, but not been taken 
by the users themselves. This thesis will not explore selfies (despite its prevalence and 
importance in visual self-presentation), but the second study focuses on self only or self-
portraits. Self-portraits are not necessarily classified as selfies by definition when for example 
users display a photo of themselves that it is a long shot and it is more likely to be taken by 
someone else.   
 
In addition, in this thesis, the distance between the profile owner and camera, which defines 
what part of the subject’s body was framed in the photo, will be examined (i.e. social distance). 
It is expected that tendency of posting photos in which the profile owner is keeping a certain 
distance can be a predictor of her/his personality needs and self-presentational preferences. 
Selfies, typically display one’s face and shoulder, therefore examining social distance would not 
be relevant. 
 
Nonverbal cues are dynamic aspects of physical appearance and powerful social cues. Such 
dynamic and observable cues provide valuable information about one’s emotions, personality 
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dispositions and motivational state in different situations  (Back, Schmukle, & Egloff, 2009; 
Frith, 2009). Among basic nonverbal cues, some emotional expressions, facial and postural 
expressions seem more relevant to the study of online photos. Furthermore, this thesis explores 
three main aspects of self only photos as explained below in three subcategories.  
2.2.6.1.1 Facial Expression  
 
The six universally recognised facial expressions are joy, sadness, fear, anger, surprise, and 
disgust, which are distinguished accurately in face-to-face interactions, videos or from still 
photos (Ekman, 1999; Waller, Cray, & Burrows, 2008). Perceiving emotions correctly is a key 
factor in developing interpersonal skills (Seder & Oishi, 2012). Since qualitative literature on 
Facebook photos of students suggests that they generally exaggerate their facial expressions and 
body posture (Mendelson & Papacharissi, 2011) studying obvious facial expressions or facial 
variability that are more common in online photos seems relevant to finding new visual 
personality cues. Additionally, focusing on the obvious facial cues (e.g. smile) and overt 
expressive postural cues (e.g. making a face) can help to avoid subjectivity and ease of 
replication.  
 
Smiling is a concrete social signal indicating a tendency for social engagement, friendliness and 
happiness (Seder & Oishi, 2012). A baby as young as three months old discriminates facial 
stimuli; particularly smiling and even smile intensities (Kuchuk, Vibbert, & Bornstein, 1986). 
Even a five-month-old infant is also able not only to recognise but also discriminate and 
categorise facial expressions of smiling (Bornstein & Arterberry, 2003). Among the six basic 
facial emotions, smiling seems to be the most obvious facial variability in addition to making 
(funny) faces (Ekman, Friesen & Wallace, 1982), hence the selection of these two variables in 
this thesis.  
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2.2.6.1.2 Eye Gaze and Postural Expressions 
 
The direction of eye gaze is very important in face-to-face communication because it can reveal 
the focus of one’s attention (Lobmaier et al., 2008). This aspect of nonverbal communication can 
be relevant to identify personality cues in online photos as well as face to face interactions. It is 
possible to see from a profile owner’s eye gaze direction whether the person is looking at the 
camera or looking away (in an online photo).  
 
In some photos like selfies, it is obvious that the person is intentionally looking away from the 
camera (particularly when the person’s hand - or more recently, a selfie stick - is visible in the 
photo). Thus, when some users share that type of photo, it shows their preferred posture that 
serves as an identity claim. The question is about the role of personality in preferring this photo 
style and visual identity claim.  
 
Naumann and colleagues (2009) conducted a series of laboratory experiments in which they 
photographed participants in informal settings, asking them to stand in their preferred position. 
They found that there is a positive relationship between the Big Five personality traits and photo 
styles. For example, participants higher on Openness showed preference to have a distinctive 
style that is looking away from the camera, suggesting their personality need to be more creative 
and unusual. Similarly, a study by Stopfer et al. (2013) on two German social media sites 
showed that highly Open users tend to strike less conventional and more innovative and unique 
posture in their profile pictures. It is expected that by collecting a representative sample of 
posted photos from users, it will be possible to test whether looking away from the camera is just 
a pose copied from others to look trendy, or whether showing distinctive postures can be linked 
to the level of Openness. 
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2.2.6.1.3 Social Distance 
 
 In everyday life and face-to-face interactions, individuals define a set of invisible boundaries 
which only certain kinds of people are permitted to cross. Hall (1966) classified such invisible 
boundaries into six levels from intimate to public distances. It is defined as social distance or the 
distance from where the photo is taken. It defines what parts of the subject’s body was framed in 
the photo. Invisible boundaries include intimate, close personal, close social, far personal, far 
social, public distance. Similarly, in the act of photography, Kress and Van Leeuwen (1996) 
describe a social distance as the distance from which the photo is taken, including what part of 
the subject’s body was framed in the photo. It can also be indicative of how much contextual or 
location information will be accessible in the photo. For example, a ‘close-up’ is from an 
intimate distance and carries the message of ‘nearness’ to the subject. They further explained 
that “Images allow us to imaginarily come as close to public figures as if they were our friends 
and neighbours” (Kress & Van Leeuwen 1996, p.126).  
 
Not only in professional practices, but also in everyday personal photography, people with a 
minimum level of skills make their own decisions to take photos from a certain distance and 
angle communicating and conveying different messages. The distance one keeps not only can 
reflect how the person perceives her/himself but also have an impact on how to be perceived. 
For instance, psychological research on the influence of photographs on the attribution of 
positive characteristics to individuals showed that viewers find close-up shots containing head 
and shoulders more appealing than long shots of the whole figure of the same person. Because, 
they attribute positive characteristics to subjects photographed in close-up view as they felt more 
closeness and intimacy (Costa & Bitti, 2000). Another reason could be that an observer might be 
able to judge whether the person in the photo is attractive more accurately. On the other hand, 
those who choose to leave their body out of the shot, might have a lower self-esteem and do not 
evaluate themselves or at least their bodies positively and good enough to be displayed in 
PERSONALITY AS A PREDICTOR OF VISUAL SELF-PRESENTATION 77 
 
photos. Thus, examining the distance between the profile owner and camera can measure the 
intimacy and social distance depicted in the posted photos. 
 
Once more, it is expected that keeping a certain distance in shared photos can be a predictor of 
one’s personality traits in posted photos. Although the content of a self-portrait such as facial 
expression, posture and social distance can all be fabricated and built to hide flaws, it is expected 
that even constructed photos tap into one’s psychological needs which reveal one’s personality 
dispositions. 
2.2.7 Photo Sharing on Facebook 
 
Every day over 300 million photos are uploaded, and users on Facebook tag over 100 million 
photos of themselves or their contacts (Facebook, 2013). One of the main reasons for its 
popularity could be that users have control over what they share. Photo sharing is not only one of 
the most popular activities on Facebook, but also seems to be one of the best ways for self-
presentation and managing the impression one aims for. 
 
Zhao and co-authors (2008) conducted one of the earliest comprehensive studies on Facebook 
self-presentation. They designed a codebook and focused on content analysis of the profile 
features and the elements that Facebook users employed more frequently. They argued that 
Facebook users mainly engage in implicit identity performance and indirect self-presentation 
through photo sharing as they prefer to ‘show rather than tell’ (Zhao et al., 2008).  
 
One’s self-presentation varies across different social interactions and depends on situations and 
interaction partners (Goffman, 1959; Leary & Allen, 2011b). On Facebook as well, users are 
aware that a range of different audiences could view their online activities. Therefore, they tend 
to manage impressions based on certain audiences that are more important to them. It is 
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suggested that Facebook users mainly target their self-presentation specifically towards certain 
contacts in their network (Ellison & Boyd, 2013), perhaps because they expect more positive 
feedback from them. It can also be explained with reference to the self-verification theory 
(Giesler & Jr, 1999; Swann, 1983). Its key assumption is that people have a preference that 
others see them as they see themselves. Therefore, they tend to build their social network and 
choose interaction partners the way that verifies and validate their self-conceptions (Giesler & Jr, 
1999; Swann, 1983).  
 
It may look obvious that people with positive self-views seek positive evaluations and feedback. 
However, the interesting part of this theory is that people who feel bad about themselves look for 
interaction partners who had unfavourable impressions of them and provide self-verifying 
evaluations (Swann, 1990; Swann, 1992). There is evidence that people also display self-
verifying identity cues in their appearance and body postures (Giesler & Jr, 1999; Swann, 1983).   
 
People use identity cues to communicate both positive and negative self-views to others (Swann, 
Polzer, Seyle, & Ko, 2004).  For example, physical appearances act as identity cues and can 
show several self-views, convictions, social status and personality characteristics (Gosling, 
2008). Arguably, for example, people who always tend to wear formal clothing might signal that 
they expect formality in the behaviour of others toward them. It is expected that one’s collection 
of photos on Facebook can represent some identity cues of who the person is, how s/he see 
her/his self as well as expecting others to perceive him/her that way. 
 
Diaries of a student sample of Facebook users in a study by Pempek and colleagues (2009) 
showed that they used the site about half an hour as their everyday routine. This research found 
that students’ time was spent more on online communication with peers and daily social 
exchange. Particularly, participants reported that photos are important in conveying their identity 
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and photo sharing help them to express who they are. Furthermore, from this diary study and a 
follow-up survey, the authors suggested the important role of new technology and social media 
features in the identity development of youth and college-age users. 
 
In a more recent study college students reported spending an average of 100 minutes per day on 
Facebook interaction mainly through posting and viewing photos, which is their preferred online 
activity (Mabe, Forney, & Keel, 2014). Again, this indicates the importance of photo-related 
activities as a large proportion of online social interactions. Accordingly, gaining a better 
understanding of photo sharing behaviours and motivations, as well as popular photo-themes can 
shed more light on the main function of this most popular activity in social media.  
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2.3 Personality 
 
2.3.1 Definition 
 
Personality is being; it is who you are. It describes multidimensional and diverse constructs 
consisting of various factors and facets that all play an influential role in determining individual 
emotions, thoughts, motivations, values and behaviours (John et al., 2008). To answer the 
question of what causes personality, studies on twins have shown that heredity or genetics play a 
role in determining personality dispositions. In addition, research on separated twins shows that 
environmental factors also directly influence the development of personality in humans. 
Therefore, the general agreement is that nature and nurture together form personality 
characteristics (Matthews, Deary, & Whiteman, 2009).  
 
Personality psychologists attempt to describe and explain individual differences in people’s 
behaviour as predicting future actions can have substantial effects. Not only in social 
interactions, but also in other aspects of life certain personality characteristics have certain 
consequences and can have positive outcomes such as mental and physical health, wellbeing, 
and occupational attainment, or critical negative outcomes such as mortality. For instance, 
studies have shown links with specific health problems such as the relationship between being 
prone to stress and anxiety (i.e. Neuroticism) and eating disorders (Maples, Collins, Miller, 
Fischer, & Seibert, 2011), asthma (Lu et al., 2014), and cardiovascular disease (Smith & 
MacKenzie, 2006). 
 
Although there are some different approaches to personality, the two prominent lines of research 
are ‘trait’ approach and ‘social-cognitive’ approach. Trait taxonomy is the most prominently 
used approach to personality. It explains that individuals have ‘traits’ which are “enduring cross-
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situational consistencies in their behaviour” (Kenrick & Funder, 1988, p.24). Accordingly, 
personality is defined as patterns of emotions, thoughts, and behaviours. 
 
Given the trait approach, it is possible to compare individuals based only on their behavioural 
characteristics and not necessarily looking at contextual considerations and the role of situations. 
One main reason for that is, personality construct in a person remains ‘relatively consistent’ over 
time (Soto, John, Gosling, & Potter, 2011). However, the social-cognitive theory of personality 
looks at differences between individuals in the manner they translate situations based on their 
expectancies, capabilities, self-regulatory strategies, and goals. A series of social-cognitive 
factors are accountable for performing certain behaviours. It is argued that these variables are 
very sensitive to situations and behaviour will be a product of situations, not fixed traits (Allport, 
1937; Mischel & Shoda, 1995, cited in Fleeson, 2015). 
 
Therefore, the main difference between these two approaches is how much importance they put 
on the role of the situation on determining behaviours (Fleeson, 2012). Based on the trait 
approach, there is a taxonomy of traits that is believed to explain personality better than certain 
given situations. Such traits barely changed during one’s lifetime and are not situation based. In 
other words, in the trait approach to personality, the cross-situational consistency is taken to be 
relatively high in predicting behaviours. While in the social-cognitive approach it is the situation 
and series of complicated social-cognitive mechanisms that are believed to explain behaviours. It 
takes cross-situational consistency to be relatively low. Therefore, in this approach, the 
behaviour will be highly sensitive to situations (Fleeson, 2012).  
Mayer (2007) reviewed the personality literature and argued that there be several definitions for 
personality. Although some of them seem contradictory, in most cases the definition only differs 
in wording. He further defines personality based on at least five contemporary personality 
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textbooks as “a system of parts that is organised, develops, and is expressed in a person’s 
actions” (Mayer, 2007, P. 1). The important point is that key personality psychologists agree that 
personality is a ‘system’. The system of parts includes such components as motives, emotions, 
mental models, and the self. The interesting point is that both trait and social-cognitive 
approaches generally have operated independently of each other to explain human behaviours. 
After about a century of research on personality, they both have made important advances in 
understanding personality in the modern period of the field of personality psychology (Fleeson, 
2015). 
2.3.2 Person versus Situations Debate 
 
For decades, there has been a debate on the influence of contextual or situational circumstances 
on one’s behaviour, known as the ‘person versus situation’ debate. Some critics took positions of 
extremity and even disputed whether personality itself exists. The main disagreement was 
whether personality or situational factors determine behaviour. Earlier trait psychologists such as 
Cattell (1945) defined personality as that which permits a prediction of what a person will do in 
a given situation. However, critics considered such definitions too simplistic, arguing that 
personality traits have very low validity for predicting behaviours.  
 
Until about forty years ago, some critics even doubted whether the concept of personality as a 
set of fixed traits existed at all (Johnson, 1999). For example, some influential situationists such 
as Mischel (1968) argued that there was not enough evidence to support the view that specific 
personality characteristics remain the same across different situations, or that it is possible to 
take personality as a means of predicting meaningful real-world behaviours. 
 
The main criticism was that even typically emotionally stable people behave very differently in 
similar or different situations. Mischel (1968) argued that traits lack both internal and cross-
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situational consistency. In terms of statistical analysis, he reasoned that the average reported 
correlation was about 0.3, which is a low correlation between traits and behaviours. 
Furthermore, in observational studies, there was a low inter-rater agreement between raters who 
tried to examine people’s trait structure. As a result, situationists concluded that behaviours 
could be predicted based on situations and not fixed traits (Kenrick & Funder, 1988; Mischel, 
1968).  
 
Over forty years of research and arguments between psychologists to theorise personality and 
find its position in determining behaviour have led to the building of several ‘interactionist’ 
theories and approaches, such as the cognitive approach to personality (Mischel, 2009). For 
example, in the social-cognitive approach to personality (Bandura, 1999), one’s cognitive 
characteristics such as value system, expectations, opinions, or self-image are considered to be 
mainly under the influence of situations and are internalized based on social learning or 
observing others in various social situations rather than based on a set of ‘traits’ or one’s 
genetics. 
 
Social learning theory, which later developed as a social-cognitive approach to personality 
(Bandura, 1999), speculates that people learn by observing others’ actions, then changes happen 
in their cognition or way of thinking. Therefore, these learnt behaviours form how the person 
will act in the future.  On the other hand, later influential trait psychologists such as Costa and 
McCrae (1998) and Ozer and Benet-Martinez (2006) highlighted the prominence of personality 
traits as the key factor; however, they acknowledge the role of situation in determining 
behaviour as well. The general, agreement among contemporary psychologists is that the 
interactions between personality, situations, and social learning shape behaviours. 
 
PERSONALITY AS A PREDICTOR OF VISUAL SELF-PRESENTATION 84 
 
2.3.3 Interaction of the Person and Situation 
 
There are different ways that a person and situation can interact. Buss (1977) was among one of 
the early researchers who proposed that people tend to ‘change’ situations to make them 
appropriate for their desires. He emphasised the role of dispositions and needs in a person to 
influence her/his environment. Later, Diener, Larsen, and Emmons (1984), introduced the person 
situation-fit theory. This theory posits that one’s characteristics affect one’s ‘choice of 
situations’. They emphasise that people tend to ‘seek out’ situations and environments that are 
appropriate to their feelings, emotions, and personality constructs.  
 
Acknowledging the person-situation fit theory, the person and environment interact with 
situational and dispositional factors and both are important to determine certain behaviours. 
However, yet again, the role of individuals’ characteristics had been highlighted as the main 
factor because an individual can choose and manipulate situations and/or respond to situational 
factors differently (Hollenbaugh & Ferris, 2014). 
 
From another perspective of the person and situation interaction, by employing a motivated 
cognition approach to personality, Higgin and Scholer (2008) explained how personality is 
revealed through behaviour. They introduced two broad aspects of an individual’s cognitive 
processes; "ways of seeing" and "ways of coping”. Ways of seeing are the way in which an 
individual "sees" the world or perceives various aspects of life. Ways of seeing will affect the 
importance of an object, experience, people and relationships. It also determines any evaluations, 
life preferences, and accordingly respond to any phenomenon. Ways of seeing are revealed by 
low-demand situations or weak situations such as when someone is with friends and family 
(Higgins et al., 2008). In addition, it can be explained based on the concept of impression 
management, where the person feels little need for impression management or to create certain 
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impressions on others. On the other hand, ways of coping are revealed during strong or high 
demand situations. For example, during stressful situations and formal settings such as the 
workplace or a job interview, most people behave quite similar by following the norms or doing 
what is expected of them. Early personality researchers used this terminology to describe 
individual differences and various personality characteristics mainly based on differences in 
ways of seeing or perceiving the world (Higgins & Scholer, 2008). 
 
2.3.4 Personality as a System in Interaction with Situation 
 
It seems now obvious that what people do and why they do it depends on who they are (e.g. 
personality characteristics) as well as the situation they are in (e.g. high demand or low demand 
situations) (Funder, 2009). However, the person-situation debate continued until recently. The 
main reason was that a large number of psychologists were invested in arguing and believing 
that either situations or persons have stronger effects on actions (Funder, 2009). 
 
In particular, Fleeson and colleges’ work have added substantially to the body of knowledge to 
the personality field (Fleeson, 2007; Fleeson & Gallagher, 2009; Fleeson & Jayawickreme, 
2015; Fleeson, 2004). They conducted series of experience sampling research, using longitudinal 
and diary methodologies. Particularly, in his article on the current directions in psychological 
science, Fleeson (2004) sought to end it with his constructive explanation. It was emphasised 
that both sides turned out to be standing in correct positions.  
 
He explained the situation side is right because when studying behaviour in the short term and 
from one situation to another, it can be highly variable and traits may only marginally predict, 
influence or describe behaviours. Therefore not only traits but a ‘process approach’ should 
explain that variability. On the other hand, the person side of the debate is also right, because 
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traits can describe and ultimately predict behaviours when trends or ‘a person's typical way of 
acting’ is studied. For example, in an experimental study, he showed individuals with relatively 
stable characteristics do not act very differently from one week to another (Fleeson, 2004).  
 
Accordingly, both perspectives are needed for a full understanding of what guides behaviours 
and finding the place of personality. It was further suggested that personality psychologists 
should enter situational factors into equations and integrate both viewpoints. Otherwise, “both 
sides will suffer from continuing to work independently; and we anticipate several future 
directions that synthesis-informed personality research can and should take” (Fleeson, 2008, 
p.1).  
 
Unlike earlier trait psychologists, modern personality researchers suggest that traits are best 
employed for describing trends and predicting tendencies or processes rather than certain actions 
in given situations. In fact, ‘within-person variability’ should be taken into consideration by 
employing methods such as longitudinal and diary methodologies (McCrae & Costa 2003). 
Another practical method is for participants to carry personal data assistants with them for a 
period of time to record their voices, for instance in various situations and during a reasonable 
length of time (Fleeson, Malanos, & Achille, 2002; Fleeson, 2004; Fleeson & Leicht, 2006). In 
addition, wearable devices can be used to measure personality ‘state’ rather than personality 
traits at one point of time (Fleeson, 2001, McCabe & Fleeson, 2015). 
 
However, some levels of behavioural inconsistency could be due to one’s personality 
characteristics, such as emotional instability, moodiness or anxiety (Fleeson, 2004). A good 
example is regarding the expressions of aggression that could be very situation-specific. One 
may get angry easily and show anger at home or in front of close relatives (e.g. domestic 
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violence). Nevertheless, the same person can encounter exactly the same situation in her/his 
workplace but remain calm or at least not show any violence, and even seem relaxed.  
 
Whatever one does or feels the need to do, all preferences, choices, relationships, etc. are related 
to who one is and what characteristics and qualities one has. No one’s behaviour happens in 
isolation. Behaviour is the result of interaction between personality and situation. It is similar to 
the ‘genetics versus environment’ debate. Accordingly, to understand any behaviour it is 
essential to acknowledge that individuals are likely to be flexible based on social encounters and 
interactions. Individuals perceive situations and react to them differently although they have a 
unique personality construct or personality system (Fleeson, 2004). 
 
In summary, there is always an interaction between situation and personality in determining 
behaviour, although sometimes the role of personality is more important and sometimes the 
situational circumstances are more powerful and would be the determinant factor. As a general 
conclusion, it is safe to posit that personality is inherently self-presentational. In other words, in 
any situations, one’s behaviour and even not doing an activity can be linked to psychological 
needs and can reveal information about the self and personality dispositions (Paulhus & 
Trapnell, 2008). The main aim of this thesis is, therefore, to explore visual self-presentations and 
visual expressions of personality in social media through photo-related activities in online 
settings as new contexts for personality expression.  
 
2.3.5 Expressions of Personality Traits 
 
The long-term challenge of finding the position of person versus situation led psychologists to 
revisit the importance of personality traits and how one’s traits will manifest in different 
situations, known as ‘personality expressions’ or ‘manifestation of personality’. It is similar to 
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‘DNA expression’ (Mischel, 2009). A trait may show up in a situation, but not under other 
circumstances. In other words, personality traits will be manifested when they are in trait-
relevant situations. In fact, one trait can be a strong predictor of a situation and behaviour where 
it finds a chance to manifest, while another situation may not allow personality expression 
(McCrae & Costa, 2003). Therefore, one new area of research that needs attention seems to be 
the study of individual differences, chiefly personality, in the online environments as new 
contexts for ‘personality expression’. 
 
Furthermore, Letzring and colleagues (2006) explained two aspects of ‘good’ information for 
predicting personality as ‘Information quantity’ and ‘information quality’. The quantity of 
information is the total amount of information that is available and has been produced by human/ 
human or human/medium interactions. Information quality is described as the degree of 
personality-relevant information available to the perceivers (Bente, Baptist, & Leuschner, 2012; 
Blackman & Funder, 1998; Funder, 1999). Social media provide several unique communication 
opportunities for accessing to ‘good pieces of information’, both regarding the amount of 
personality-relevant and regarding how rich or personality revealing such information will be.  
 
Stopfer and colleagues (2013) conducted one of the first and most comprehensive studies on 
personality expressions and impression formation of social media users. They also studied 
various types of posted and shared photos. They explored the two popular German social 
networks: SchuelerVZ and StudiVZ, which have many similar features and structures to 
Facebook. They found many associations between the Big Five personality traits and 
characteristics of shared photos and users’ photo-related activities. For example, they showed 
that low Conscientious users have a tendency to share more rebellious profile pictures online 
(Stopfer, Egloff, Nestler, & Back, 2013). 
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The anchored context of social media, like Facebook and the popularity of visual 
communications, allow such platforms to be a novel environment for exploring different 
dimensions of personality expression both regarding quantity and quality of personality-relevant 
information. Therefore, one of the main objectives of this thesis is to study personality through 
shared photos in social media that can be considered as a unique method of studying expressions 
of personality traits.  
 
2.3.6 Big Five Model of Personality Traits 
 
There are some different theories and approaches to personality traits, such as the detailed 
sixteen personality trait model (Cattell, 1945; Cattell & Gibbons, 1968) or the giant three-factor 
model (Eysenck, 1991; Eysenck, 1967). Despite some disagreement regarding the number of 
most important personality traits that compose personality as a construct (Eysenck, 1991), the 
Five-factor model (FFM), also known as the Big Five personality traits, is the most researched 
and well-accepted model among personality researchers (Goldberg et al., 2006; John & 
Srivastava, 1999; Judge & Zapata, 2015). 
 
The Big Five models the most salient aspects of personality. It has been replicated across over 
50 different cultures and some different languages, making it a universal model (John & 
Srivastava, 1999; McCrae & Costa, 1997). This theory classifies personality along five broad 
dimensions: Extraversion, Agreeableness, Conscientiousness, Neuroticism and Openness (Costa 
& McCrae, 1992; McCrae & Costa, 1999). These traits are also known by two acronyms or 
mnemonics aid memorising or remembering them: OCEAN and CANOE.   
 
The broad dimension of Extraversion (also previously called Surgency) includes more specific 
traits like being talkative, bold, and confident. Agreeableness encompasses more specific traits 
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such as being sympathetic, empathic, and friendly. Conscientiousness includes traits such as 
being organised, goal-oriented and thorough. Neuroticism (also called Emotional Stability as the 
reversed dimension) consists of traits like moodiness, vulnerability and agitation. The last broad 
dimension (previously known as Intellect/Imagination) is Openness to Experience, consisting of 
traits like insight, having wide interests, and being creative (Goldberg et al., 2006).  
 
The Big Five is believed to be orthogonal in nature. In other words, individuals can have a 
unique combination with various levels of each trait. This model is empirically based and has a 
taxonomic structure. It stems from a similar method that is used for the classification of plants 
and animals in biological sciences. In fact, the most socially relevant personality differences 
have been determined from natural language and dictionary words (i.e. mainly adjectives). The 
Big Five factors were formulated employing advanced statistical procedures of Factor Analysis, 
which is based on correlations or co-occurrences of thousands of adjectives describing certain 
human characteristics (Goldberg, 1999; John & Srivastava, 1999; Srivastava et al., 2003).  
 
Although the Big Five traits are distinct, they are not fully independent. In Fact, a circumplex 
structure can explain the overlap in the traits (Judge & Erez, 2007). In other words, narrower 
traits co-occur in individuals’ descriptions of the self or others; although such co-occurrences do 
not happen to all people and there could be exceptions. For example, talkativeness and 
assertiveness are both traits related to Extraversion, but there is no logical necessity to show both 
traits, as someone can be assertive but not talkative (the ‘strong, silent type’). Several studies 
confirmed a positive correlation between these two narrower traits, which classified them under 
the broader dimension of extraversion, suggesting that someone who is talkative is also usually 
assertive, and the opposite is true as well (Srivastava, 2015). However, being assertive could also 
be related to the trait of Conscientiousness in an individual who is not very sociable. 
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It is therefore suggested that one should choose the appropriate measure based on whether one 
wants to learn about narrow traits (for example, differentiate between being talkative and 
assertive) or whether studying five broad dimensions is enough to answer the research questions 
raised. If narrower traits are of interest, longer versions including subordinate dimensions (i.e. at 
facet level) should be employed. For example, the NEO PI-R (Neuroticism, Extraversion, 
Openness Personality Inventory-Revised) and NEO-FFI (Neuroticism, Extraversion, Openness 
Five-Factor Inventory) instruments (Costa & McCrae, 1992) consist of more specific and 
detailed questions about one’s behaviours. In addition, it is always possible for researchers to 
add complementary scales to their research to be able to measure both broad and narrow 
dimensions of personality (Srivastava, 2015). 
 
2.3.6.1 Measurement of Personality Traits 
 
The two main accepted types of tests to measure personality include direct measures (e.g. based 
on self-reports) versus projective or indirect measures (e.g. based on observations and rating of 
subjects’ behaviours). Self-report measures are the most common method (McDonald, 2008). 
Typically, psychologists ask a set of questions or use a set of statements, regarding general 
stable behaviours and feelings. The respondents need to answer the questions or rate statements 
as to what extent they agree or disagree or to what extent the statement is relevant to their 
feelings, thoughts or behaviours. In fact, in most psychological studies rarely actual behaviour is 
measured (Baumeister, Vohs, & Funder, 2007). Some criteria test the validity and reliability of 
answers. For example, some questions test errors such as random answering, carelessness, 
exaggeration, or defensiveness (McDonald, 2008). Validity explains to what extent a test 
actually measures the construct that it is meant to measure. Reliability describes to what extent a 
measure produces stable and consistent results if the work were repeated. The important point is 
that not all personality measures have equal psychometric properties and some tests have better 
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reliability and validity.  In line with previous literature on the reliability of IPIP Scales (e.g. 
Goldberg et al., 2006) the internal consistency measured for this thesis (i.e. Study Three) was 
very good to excellent.  
 
Although employing personality questionnaires is commonly considered an objective measure 
that personality characteristics can be quantified and scored relatively accurately and objectively, 
there is disagreement that questionnaires can be as objectively accurate as behavioural measures 
or behavioural observation methods. Therefore, it is highly suggested that a combination of the 
two methods be used. Studying personality cues can be considered as an objective measure since 
manifestation of traits is used as an indirect measure of personality. 
 
A considerable amount of cyberpsychological and CMC literature have used the Big Five and 
reported its predictive power particularly regarding online behaviours (e.g. Goldberg et al., 2006; 
Amichai-Hamburger & Vinitzky, 2010; Bachrach, Kosinski, Graepel, Kohli, & Stillwell, 2012; 
Wilson et al., 2012; Seidman, 2013). To measure Big Five model personality traits some 
psychological personality inventories have been developed, and most of them have been revised 
multiple times, resulting in various measures and versions for use (Srivastava, 2015). 
 
In terms of structures of inventories, some contain full sentences like the NEO (Neuroticism, 
Extraversion, Openness), some short phrase like the BFI (Big Five Inventory) (John & 
Srivastava,1999) and some other consist only of a set of 40 adjectives called ‘Mini-markers’ 
(Saucier, 1994). The NEO PI-R, authored by Costa & McCrae, is a commercial inventory of 240 
items, measuring five broad domains and thirty subdomains of personality (Its copyright is held 
by Psychological Assessment Resources (PAR) in Florida). There is also a short version of 60 
items which is called the NEO-FFI and only measures the broad domains of the Big Five 
(Goldberg et al., 2006). Another frequently used measure for the Big Five is the BFI (Big Five 
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Inventory), consisting of 44 short phrases which use relatively accessible vocabulary. The BFI 
has excellent reliability and validity. It is not in the public domain, but researchers can use it 
with permission from the authors for non-commercial purposes (John, Naumann, & Soto, 2008). 
 
More recently, Gosling, Rentfrow, & Swann (2003) developed a very short version inventory 
that consists only of 10 items called Ten-Item Personality Inventory (TIPI). It is particularly 
designed to be used when researchers need to administer the test in a very limited time. 
However, it shows acceptable convergence with the widely used Big Five measures mentioned 
above (in self, observer, and peer reports) and test-retest reliability. It is suggested for use when 
personality is not the primary topic of researchers’ interests (Gosling et al., 2003). 
 
The International Personality Item Pool (IPIP) was built in 1996 and now consists of more than 
3,000 items and over 250 scales to measure personality and other individual differences. The 
IPIP is in the public domain and therefore it is possible to use the online material from the 
website (i.e. http://ipip.ori.org/) to copy, translate, edit, or use the items for any purpose for free 
and without asking permission. This pool was developed by Goldberg (1999) as a prototype and 
is still developing, with new items and scales being added to it. Furthermore, scoring keys and 
user guides for scales are provided. IPIP scales are a public version of the commercial NEO PI-
R™ and NEO-FFI scales (Goldberg, 1999; Goldberg et al., 2006). Furthermore, a growing list of 
the publications that have employed the IPIP inventories is also accessible via its website. 
 
Another widely researched measure is the 50-item IPIP inventory, which is also accessible via 
the IPIP website for free. It consists of 10 items for each of the five factors and therefore only 
measures the broad dimensions of the five-factor model. It has short phrases and asks to what 
extent respondents agree with them in describing themselves (Goldberg, 1999; Goldberg et al., 
2006). 
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One of the main concerns in measuring personality traits has always been the validity of 
inventories. In this thesis, the Big Five personality traits will be measured by the 50-item IPIP 
inventory due to its established reliability and validity ( Goldberg et al., 2006). Another reason 
for choosing this measure is its convenient number of questions. It is not as concise as 10 item 
inventory TIPI.  Where, TIPI is suggested to be used when personality is not the main topic of 
interest and/or when the time is very limited (Gosling, Rentfrow, & Swann, 2003). It is not as 
extensive as psychometric measures that require participant spending a great amount of time to 
complete the test (They are applicable in clinical contexts mainly to diagnose personality 
disorders). Another advantage of this inventory for researchers is its convenience to access free 
of charge This fact also has made the 50-item IPIP more widespread.  
 
Additionally, the focus of this thesis is on the expressions of Big Five personality traits in the 
general population sample. Therefore, its approach is similar to the approach of social 
psychology to personality and the broad normal traits, not the maladaptive positive or negative 
extreme end of trait dimensions, where they become pathological with maladaptive outcomes. 
 
2.3.6.2 Cue Validity: Capturing Valid Personality Cues 
In everyday life people ‘give off’ clues that can be related to their personality (Goffman, 1959). 
Humans use these cues to form a judgement of others’ personality, but for this judgement to be 
accurate; one needs to differentiate between valid and invalid cues. Additionally, one needs to 
take only the valid personality cues into account. The correlation between measured personality 
traits and measured cues is called ‘cue validity’ (Funder, 1995, 1999). 
 
Despite some attempts in the field of cue validity, there is still a big gap in identifying valid 
personality cues, especially from visual parts of social media profiles. As mentioned previously, 
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although nonverbal cues online could be generally fewer than those in face-to-face interactions, 
perceivers can still form accurate impressions based on a user’s profile structure and online 
behaviours. Recent research evidencing this includes Ivcevic and Ambady (2012) found accurate 
impressions of Extraversion and Conscientiousness were formed from Facebook profile structure 
and photographs posted. Buffardi and Campbell (2008) found that Narcissism could be 
identified from the frequency of posting of self-promoting information.  
 
In one of the pioneer studies, Gosling and colleagues (2002) introduced a model of interpersonal 
perception that explains the mechanisms that link people to their environments. They suggested 
two categories by which people influence their personal environments. One category is an 
individual’s ‘identity claims’ that can be self-directed or other-directed. The other is 
‘behavioural residue’ that can be interior or exterior. Through a series of exploratory studies, 
they showed that it is possible to infer one’s personality traits from the physical living 
environments such as an office or bedroom by utilising identity claims and behavioural residue. 
Identity claims are the symbolic statements that can imply cultural or personal meanings. For 
example, a person’s identity claims can be their office decorations, the organisation and 
arrangement of furniture in one’s bedroom, or what is placed in the room. Such cues indicate 
one’s self-views, and typically, an individual makes these decisions to show others how s/he 
would like to be regarded (Gosling, Ko, Mannarelli, & Morris, 2002). 
 
Behavioural residues are the physical traces of (repeated) activities that took place in an 
environment but left unintentionally. For example, having an organised collection of books and 
CDs can express one’s high level of conscientiousness, whereas, the disorganized environment 
can indicate a low level of this trait from the behaviour that happened before. Additionally, it is 
possible to predict future behaviours based on current behavioural residue. For example, an 
unopened bottle of wine and arrangement of beanbag chairs on the floor arguably may signpost 
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that the occupant is from a sociable nature and possibly planned to have guests (Gosling et al., 
2002). 
 
An interesting point is that from inspection of physical environments like offices and bedrooms 
it is not possible that one can certainly distinguish between identity claims and behavioural 
residue. Nevertheless, it was hypothesised that online contexts like personal web pages could be 
examined for identity claims in isolation as the website’s authors design their online 
environment the way they cautiously decided to make certain impressions.  
 
Vazireh and Gosling (2004) employed this model as a framework for examining personality 
impressions from personal websites. They suggested that personal web pages seem an ideal 
setting to study identity claims while the presence of behavioural residue or unintentional 
residue has been minimised. They recruited 11 raters for observing and rating the Big Five 
personality of 89 website owners. They compared the accuracy of the ratings by looking at the 
self-report and informant reports of their Big Five personality. They found high levels of 
observer consensus and accuracy of personality judgment in their sample. Particularly regarding 
Extraversion and Agreeableness, the accuracy correlations were higher than other traits of the 
Big Five. However, the website author’s level of Openness to Experience was found to be the 
easiest trait to be judged accurately. Their findings provided evidence that identity claims from 
the personal web pages can provide a coherent and accurate message to observers about the 
owners’ personality. In this vein, it is expected that uploaded photos in social media are also 
good sources for examining both identity claims and behavioural residue of the uploaders.  
 
Generally, it is suggested that some personality traits are easier to capture from online activities. 
For example, Extraversion as a communicative trait was found to be an observable trait, whereas 
Neuroticism as a least desired trait is known as an ‘unobservable trait’. In the coming sections, 
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expressions of each trait will be discussed by reviewing the related literature with a focus on cue 
validity studies. Furthermore, some recent investigations suggest certain personality traits 
manifest in certain parts of an online profile. As a good example, Kosinski, and colleagues 
(2013) showed that based on the types of pages a Facebook user ‘liked’ which is listed on 
profiles, it is possible to determine the level of the user's Openness precisely. The accuracy of 
Openness has been shown as close to the test-retest accuracy of a standard personality test.  
 
Uploaded photos and users’ photo-related behaviours, in general, can be utilised as visual 
evidence of behavioural residue, showing a wide range of activities, one implemented in the 
past. The important point is that studying actual profiles and actual behaviours are needed, and 
simply asking participants to report their number of photos, photo upload frequency, or the time 
spent on the site for photo sharing is insufficient to identify cues and markers of personality. For 
these reasons, Study One (phases one and two) aims to tackle some of the gaps in the literature 
by examining the quantity and quality of personality-relevant information from photo-related 
behaviours on Facebook (see Chapter 3 and 4). 
 
 
2.3.7 Expressions of the Big Five in Online Settings 
2.3.7.1 Online Expressions of Extraversion  
 
In everyday communications, people easily distinguish high Extraverts by their outgoing, 
talkative, and energetic disposition, which is the opposite of Introverts, who are shy, quiet and 
reserved. Extraverts do not mind being the centre of attention (McCrae & Costa, 1997; John & 
Srivastava, 1999). Extraversion seems to be the least doubtful trait to predict online activities, 
although there are some contradictory research findings. For example, it was expected that high 
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Extraverts had more online friends as they do in the offline settings; however, Ross and 
colleagues (2009) found no relationship between this trait and Facebook communicative features 
such as photo sharing or having more Facebook friends, but from their relatively small sample 
(97 undergraduate students), high Extraverts reported membership in numerous Facebook 
groups. On the other hand, a content analysis of a follow-up study on actual profiles confirmed 
this association with a higher number of Facebook friends, but not uploaded photos (Amichai-
Hamburger & Vinitzky, 2010). In almost all further studies, the positive association of 
Extraversion and number of friends on social media was confirmed. As another example, by 
employing ‘big data’ via an application, called ‘myPersonality’, on Facebook, this positive 
association was also verified (Bachrach et al., 2012; Quercia, Lambiotte, Stillwell, Kosinski, & 
Crowcroft, 2012). MyPersonality’ is an application developed in 2007 for research purposes on 
Facebook. 
 
In another study using a huge sample of images, Cristani, Vinciarelli, Segalin, and Perina (2013) 
studied a corpus of Flickr photos that 300 users posted. Flickr is another popular photo sharing 
website that was launched in 2004 (Malinen, 2011). These researchers employed the 
PsychoFlickr data set. It is a bank of 60,000 Flickr images where each user tagged 200 images as 
‘favourite’. The photos were automatically analysed. They studied aesthetics in images using a 
computational approach and applied different automatic detection algorithms to the content of 
the images to detect objects and faces in the ‘favourite’ pictures. They also used the short IPIP 
inventory (ten-item questionnaire) to find correlations between the Big Five personality of Flickr 
users and photo preferences. They found Extraverted users ‘favourite’ significantly more photos 
of people (80%) in comparison to Introverts, for whom only 17% of their preferred photos 
contained people and the rest were of locations or nature (Cristani et al., 2013). Extraverts are 
interested in people and enjoy social interactions. Accordingly, this photo-related behaviour of 
selecting and tagging photos displaying people in social settings was in line with what would be 
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expected from such sociable individuals. Similarly, the photo-related behaviour of Introverts to 
tagged and liked mainly photos of places and locations without people indicates the reserved 
temperament of Introverted users. 
 
Extraversion is positively related to the use of the Facebook wall (Ryan & Xenos, 2011), number 
of friends, posting comments, and posting self-photos (Wang et al., 2012). Extraverts not only 
reported engagement in more self-presentation activities such as posting photos and status 
updates (Ong et al., 2011), but also demonstrated addictive tendencies towards Facebook use 
(Wilson, Fornasier, & White, 2010). Orchard and colleagues (2014) hypothesised that their 
sociability would lead extraverts to search for and add more friends and to upload more photos 
and videos to emphasise their offline saliency. They found that extraversion positively correlated 
with preferences for the profile picture and status updating, and photo uploading. While they 
particularly enjoy the company of others in the offline world, they may see Facebook as an 
additional communication venue for maintaining and advancing their friendship networks 
(Fullwood, 2015).  
 
Conversely, high Introverts are inclined towards high levels of Internet usage with the preference 
for anonymous online communications like chat rooms and forums where they have limited 
interactions (Amichai-Hamburger, 2002; Amichai-Hamburger et al., 2003). However, high 
Extraverts prefer social media to have unlimited contact with their friends to gratify their need to 
socialize, suggesting social enhancement or a ‘rich get richer’ hypothesis that explains how users 
who already have an established network of friends will be able to expand their networks via 
online interactions (Zywica & Danowski, 2008). 
 
On the other side of the spectrum, shy users report having fewer friends, but they spend more 
time on Facebook because they find this online space more appealing in comparison with more 
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outgoing users (Orr et al., 2009). This is consistent with the social compensation theory since 
CMC enables particularly Introverted users to compensate for face-to-face communication 
difficulties. Activities in online communities can also increase one’s social capital (Zywica & 
Danowski, 2008).  
 
In summary, as it is evident in everyday life that Extraverts are outgoing and enjoy public places, 
in the online social settings like Facebook they have more friends than Introverts and display 
their preferences in their profile. They are generally active users who engage with the site more 
frequently and create more content online. Such people-oriented users also tend to have more 
expressive behaviours on social media such as uploading photos and using expressive and 
communicative features such as Facebook ‘Wall’ or ‘Timeline’, whereas Introverts prefer using 
more private features such as messaging and chat services on social media. It is suggested that 
having a tendency for self-presentational behaviours, Extraverts are more likely to self-disclose 
more frequently, with more depth and breadth via photo sharing. In other words, they tend to 
disclose about a variety of topics of their interests (e.g. to expand their social relationship) as 
well as their intimate information online (e.g. to seek new relationships). 
 
2.3.7.2 Online Expressions of Agreeableness 
 
Agreeableness involves warmth, cooperativeness, and helpfulness. It is associated with being 
warm and sympathetic, the opposite to disagreeable people who are cold and selfish (McCrae & 
Costa, 1997, John & Srivastava, 1999). Costa and McCrae (1992) showed that an individual’s 
interpersonal tendencies to interact in an authentic, supportive, and empathic way show the level 
of Agreeableness. High scorers in Agreeableness are less competitive and argumentative, good 
team members and concerned about how other people may think of them so tend to behave in a 
friendlier way (John & Srivastava, 1999).  
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A hypothesis that highly Agreeable users have more Facebook friends was rejected in both early 
and further studies on the relationship between the Big Five and Facebook behaviours (Amichai-
Hamburger & Vinitzky, 2010; Ross et al., 2009). Unexpectedly, it was found that both high and 
low Agreeable Facebook users upload significantly more photos than moderate scorers. This 
finding highlights the leading role of personality in determining Facebook users’ visual 
contribution and stresses such puzzling associations require further research, focusing on certain 
communicational features (Amichai-Hamburger & Vinitzky, 2010).  
 
On the other hand, the unexpected results of Amichai-Hamburger and Vinitzky (2010) and Ross 
et al., (2009) particularly regarding Agreeableness, could be due to their method of analysis. 
While the general practice in measuring personality, particularly in correlational research, is to 
consider a personality score on a continuum, Amichai-Hamburger and Vinitzky (2010) and Ross 
et al., (2009) divided each personality trait into equal thirds or three equal parts. They analysed 
and compared cut-offs for each personality domain. Looking at behaviours of individuals with 
an extremely high or low level of these traits can only show a brief snapshot of the behaviours 
rather than the big picture. Therefore, it seems that studying extreme ends rather than normal 
behaviours also makes it harder to generalise such findings to the general population. 
 
By temperament, highly Agreeable users are more concerned with being liked, so they may take 
more care in the manner in which they manage their self-presentation (Leary & Allen, 2011a). 
Gill, Nowson, and Oberlander (2009) showed that Agreeable bloggers generally make positive 
statements and avoid talking about negative issues in their blogs. In an investigation on 
personality judgments based on physical appearance, Naumann et al. (2009) found that the 
Agreeable people are more likely to smile, displaying positive emotion, and pose in a more 
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relaxed way for taking an informal photo. Observers also utilised smile and relaxed posture cues 
to judge targets as more Agreeable.  
 
A large-scale study of automatic recognition of personality showed that the more Agreeable a 
user is, the greater their likelihood of being tagged on Facebook photos, suggesting that such 
likeable people are invited to take photos with others more often, thus being tagged via more 
contacts on Facebook (Bachrach et al., 2012). However, it is not known whether highly 
Agreeable users also tag contents of their friends as a reciprocal action.  
 
What it is known is that Agreeable Facebook users are more likely to make comments on their 
friends’ posts (Wang et al., 2012), displaying friendship, affection and reconfirming bonds. At 
the other pole, research suggests that disagreeable users are likely to engage on Facebook 
badmouthing behaviours, classed as a form of interpersonal deviance (Stoughton et al., 2013).  
 
Overall, there is not much literature but some contradictory findings regarding the level of 
Agreeableness and its role in determining photo-related behaviours. It is expected that Agreeable 
users show more positive emotions in their uploaded photos and leave more positive impressions 
on their audience as they generally behave more favourably and have social harmony with 
others.   
 
2.3.7.3 Online Expressions of Conscientiousness  
 
Highly Conscientious people are hardworking, disciplined and thorough, and perform well at 
work (McCrae & Costa, 1997; John & Srivastava, 1999). Some early research on online 
personality expressions from email addresses confirmed the relationship between low 
Conscientiousness and having an email address with a fantasy name versus own name. Such 
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email addresses were rated funnier and less professional than the email addresses of highly 
Conscientious individuals which were more formal (Back, Schmukle, & Egloff, 2008).  
  
Ross et al. (2009) argued that highly Conscientious users are less likely to engage with Facebook 
as they consider such environments to be procrastination and distraction tools. Ryan and Xenos 
(2011) showed that highly Conscientious users are socially lonely and do not actively spend 
much time on online communication platforms such as Facebook (Ryan & Xenos, 2011). On the 
other hand, Wilson et al. (2010) found that low Conscientious individuals are likely to use social 
media intensively and are even prone to addictive usage (Wilson et al., 2010).  
 
Bachrach and co-authors (2012) used a data set of 180,000 users via ‘myPersonality’ (i.e. a 
Facebook application). Unexpectedly, they found Conscientiousness to be the only trait that 
positively correlates with extensive Facebook photo uploading.  Facebook could be a good place 
for storing an unlimited number of photos and videos. It could be possible that as highly 
Conscientious individuals are self-disciplined and goal-oriented, they may tend to document and 
organise their online photos and videos using Facebook visual tools. In addition, users can either 
make photos and albums private, or they can share the photos with a selected number of friends 
for viewing and exchanging ideas and feedback. While other lines of research showed that 
Conscientious users have more regret over their Facebook posts (Moore & McElroy, 2012). It 
was not discussed in Bachrach and colleagues’ study (2012) that how high Conscientious users 
set their profiles’ privacy, whether they leave their photo albums open to the public or they are 
selective about their possible audiences.  
 
Seidman (2013) showed highly Conscientious users are very cautious about their self-
presentation and are less inclined to engage in Facebook activities, whereas being low on 
Conscientiousness is the best predictor of self-presentation-related behaviours and motivations in 
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which users tend to expand their online connections. Accordingly, Seidman (2013) suggests that 
in order to find a better understanding of the link between this trait and Facebook behaviours, 
further research needs to focus more on types of activities rather than usage per se.  
 
In summary, the literature suggests that Conscientious people are not particularly attracted to 
social networking sites, whereas low Conscientious users tend to engage with the sites habitually 
and even addictively. High Conscientious people are also more restrained about their self-
presentation and may feel more regret over what they shared. Therefore, it seems they use social 
media more purposefully. Additionally, as goal-oriented people, they probably use social 
platforms mainly for their own benefits than for social engagement or relational benefit. 
 
2.3.7.4 Online Expressions of Neuroticism  
 
Neuroticism is characterised by a temperamental nature, moodiness, and emotional instability, 
and being prone to stress and anxiety. On the other pole, Emotionally Stable individuals feel 
relaxed, secure and confident most of the time (McCrae & Costa, 1997; John & Srivastava, 
1999).  
 
According to Stopfer and colleagues (2013), strangers can relatively accurately judge the other 
four Big Five traits of Facebook users based mainly on their profile picture, and to certain extent 
text-based information such as lists of interests and group membership. However, they were not 
able to judge Neuroticism accurately from either information source.  This difficulty is backed 
up by earlier research on expressions of Neuroticism in everyday life and face-to-face 
interactions (Funder, 1999). It also agrees with Vazire’s (2010) Self-Other Knowledge 
Asymmetry Model, which classifies Neuroticism as an unobservable trait in everyday life, as it 
is more difficult to be detected and judged (Simine Vazire, 2010).  
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On the other hand, it is suggested that Neurotic people use a more successful impression 
management strategy to avoid looking Neurotic, particularly during first interactions or in 
controllable environments such as social media profiles (Gosling et al., 2011). In support of this 
supposition, Neuroticism has been shown to negatively correlate with one dimension of self-
disclosure: breadth (i.e. a wide variety of topics), but not the other dimension which is depth (i.e. 
more aspects of themselves or intimate disclosures). Such individuals self-disclose with less 
breadth on Facebook, which means they do not directly talk about a variety of topics or different 
aspects of themselves, but their Facebook posts are more likely to centre around one subject of 
interest (Hollenbaugh & Ferris, 2014).  
 
Previous research suggested that highly Neurotic Facebook users avoid posting photos and 
prefer ‘wall’ features to have better control over personal identifying information (Ross et al. 
2009). Conversely, Amichai-Humburger (2010) demonstrated that highly Neurotic users upload 
significantly more self-photos, whereas they are less inclined to share photos in general. 
According to the social compensation hypothesis and the poor get richer hypothesis (Zywica & 
Danowski, 2008), they suggested that Neurotic users may upload more pictures as a strategy to 
seek social support and gain popularity online, which are less likely to be gratified offline. This 
could be because they feel less inhibited as they would experience less anxiety online. Moore 
and McElroy (2012) proposed that such individuals are inclined to gain acceptance and grow 
their social capital via Facebook. However, from their self-report study no association between 
this trait and the number of friends or uploaded photos was found (Moore & McElroy, 2012). 
 
Furthermore, Seidman (2013) employed various questionnaires and asked participants that how 
frequently they engage in expressions of different self-aspects (i.e. actual, hidden, and ideal). 
She found that high Neuroticism is the best predictor of belongingness-related behaviours and 
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motivations as well as self-presentation needs on Facebook. More specifically, it has been shown 
that highly Neurotic users engage heavily in general self-disclosure, emotional disclosure, and 
presentation of actual, ideal, and hidden self-aspects on their profiles. Because they particularly 
consider Facebook to be a safe place for self-expression which allows users to compensate for 
their offline deficiencies (Seidman, 2013), these results can also be explained with reference to 
the social compensation theory (Zywica & Danowski, 2008).  
 
More recent research on personality judgement accuracy, suggests that the hardship in making 
accurate inferences of Neuroticism could be due to a number of reasons. For example, the profile 
observers may not be motivated enough to make accurate judgments when it comes to a 
Neurotic profile. Such profiles may not look interesting enough or simply easy enough for the 
raters. Furthermore, such profiles could look so complicated that they cannot utilise the cues that 
they need to use. Therefore, it is suggested that there are some cues available that reflect facets 
of Neuroticism, but are not utilised by the observer (Darbyshire, Kirk, Wall, & Kaye, 2016). 
 
In summary, there are puzzling findings regarding the impact of Neuroticism on self-disclosure 
as well as expressions of this trait online. This can be the result of researchers’ attempt to answer 
the same questions, but using different scales and methodologies. For example, the majority of 
these studies only relied on self-report of profile owners. Perhaps the problem with using self-
report, such as the tendency of impression-management, response bias and socially desirable 
responding, is that it causes some levels of inaccuracy in the results (Paulhus, 1991; Baumeister 
et al., 2007). This seems to be relevant regarding Neuroticism that involves anxiety and 
apprehension. It seems that scrutinising actual behaviours online and investigating the 
characteristics of the generated visual content can help researchers gain a better understanding of 
the manifestation of Neuroticism online.  
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2.3.7.5 Online Expressions of Openness  
 
Openness to new Experiences (Intellect), as is implied from its name, is associated with being 
curious and having a propensity to pursue creative and new experiences. Openness consists of 
creativity, intellectualism, and preference for novelty. According to Costa and McCrae (1992), it 
measures the level of an individual’s interest in consideration of various ideas, belief systems, 
activities, and emotional statuses. However, McCrae (1996) notes that Open people may have 
strongly held opinions which can reduce their adaptability. Also, highly Open people are known 
to be artistic and imaginative, and to have an appreciation for the arts (McCrae & Costa, 1997; 
John & Srivastava, 1999).  
 
Early research on Facebook activities indicates that highly Open users post more ‘wall’ 
messages for their Facebook friends.  Additionally, they are willing to use a greater number of 
different features, which makes their personal information section significantly more complete 
than low Open users (Amichai-Hamburger & Vinitzky, 2010; Ross et al., 2009). Conversely, 
Seidman (2013) examined expressive behaviours of Facebook users and found no association 
with this trait. Earlier, Gosling et al. (2011) argued that highly Open Facebook users frequently 
add and replace their Facebook profile picture due to their tendency to engage in a wide range of 
activities that they like to share with others. Literature on the behavioural manifestations of 
Openness is contradictory, and it might be a true reflection of the complex nature of this trait 
(Mehl, Gosling, & Pennebaker, 2006).  
 
Nevertheless, by employing automatic data analysis on themes of thousands of Facebook pages 
that Open users ‘liked’, the accuracy level of prediction for Openness has been shown as close to 
the test–retest accuracy of a standard personality test. It is suggested that Openness can be 
predicted from the breadth of accessible information such as the types of pages a user ‘liked’, 
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which acts as a signpost of their very specific beliefs and values such as political views and 
religious conviction (Kosinski et al. , 2013).  This is in line with the study by Hollenbaugh and 
Ferris (2014) where Open users reported that they disclose with more breadth which means that 
they are more likely to post about a wide variety of topics of interest on their Facebook profile. 
Similarly, Open individuals are more likely to maintain blogs, which can perform as a creative 
outlet for them, where they particularly talk about various activities that they enjoy (Fullwood et 
al., 2015). 
2.3.8 Online Expressions of Narcissism  
 
In this thesis, Narcissism is only measured in Study Three as an extra independent personality 
variable, where the final study particularly aims to determine how being high or low on the 
continuum is associated with photo-sharing motivations on social media. This approach is 
similar to the Big Five traits that are measured in the first three studies of this thesis.  
 
Narcissism originated from Greek mythology, where the character Narcissus saw himself in a 
pool of water and fell in love with the reflected image of himself (Fullwood, 2015). In popular 
culture, the word “Narcissist”, refers to someone who is self-obsessed and overconfident. People 
with Narcissistic personality are exceptionally preoccupied with their personal adequacies, such 
as power and prestige. They have an excessive belief in their own abilities and attractiveness, 
while they are in need for seeking admiration and approval of others (Ames, Rose, & Anderson, 
2006).  
 
One of the early studies on online behaviour and role of personality traits (Back et al., 2008) 
showed that Narcissists tend to create more self-enhancing e-mail addresses. Interestingly, 
Narcissism and friendliness are among those traits that strangers can accurately judge based only 
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on the frequency of online activities and content of photo uploads (Buffardi & Campbell, 2008; 
Weisbuch, Ivcevic, & Ambady, 2009). 
 
Buffardi and Campbell (2008) found that Narcissists tend to choose a sexier profile photo on 
Facebook, aimed more towards an ideal than an authentic self. Narcissist users also participated 
in more social activities on Facebook groups as a way of self-presentation. Their study involved 
individuals’ self-identification of Narcissism through a scale, as well as raters’ assessment. 
Mehdizadeh (2010) and Ong et al. (2011) found that Narcissism correlates with the frequency of 
updating status, logins to profile, and posting self-promotional notes and photos. Mehdizadeh 
(2010) also showed that users with high levels of Narcissism and low levels of self-esteem tend 
to post more self-promotional content, such as manipulated photos to look more physically 
attractive.  
 
This was echoed by Wang et al. (2012), who found a positive relationship with posting self-
promoting photos, status updates and Narcissism. They suggested that SNS encourage self-
promoting behaviours, and Narcissists enjoy self-promotion; for that reason, these kinds of 
activities on SNS enable narcissists to meet their needs for self-presentation and attention 
seeking. Accordingly, it is suggested that in online settings, Narcissists disclose frequently 
(Fullwood, 2015) but their self-disclosure might not be with much depth and/or breadth. 
Furthermore, it is expected that individuals high on this trait tend to be more motivated to share 
photos for self-presentation rather than any other possible motivations such as relationship 
maintenance. 
 
2.4 Summary and Conclusions 
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Research suggests that Facebook photos play an influential role in identity construction, self-
image, self-presentation and impression management (Darbyshire et al., 2016; Ridout, 2016; 
Zhao et al., 2008). Considering the close link between these and personality construct, little 
research is available on the role of personality traits in determining photo-related behaviour, 
particularly regarding motivations for photo sharing on Facebook. In other words, despite the 
prevalence of visual communication which has become a norm in social media (Van Dijck, 
2008; Rainie et al., 2012), little research has been done on this phenomenon from different 
psychological perspectives such as considering the role of user’s personality and motivations for 
photo sharing and other photo-related activities. This thesis, therefore, aims to tackle some of the 
gaps in the literature by conducting three empirical studies.  
 
The content and construction of a social media profile is core to a user’s online self-presentation 
and personality expression. A large number of previous Facebook studies addressed this topic 
mainly by measuring general Facebook use (Attrill, 2015; Ivcevic & Ambady, 2012; 
Mehdizadeh, 2010; Zhao et al., 2008). However, to investigate personality expressions, in 
particular, there is a need to study generated content such as photo uploads and other photo 
related behaviours, rather than use of profile features per se (Orchard et al., 2014). Therefore, to 
find the role of personality traits in determining photo uploading behaviours (valid cues for 
personality prediction), Chapter 3 aims to explore quantity of personality-relevant information 
and Chapter 4 aims to examine the quality of personality-relevant information accessible from 
Facebook photos and photo-related activities. 
 
Furthermore, reviewing recent literature suggests that personality traits and motivations are 
integrated constructs, which work as a mechanism for defining behaviour. It is recommended 
that to explain and predict behaviours, both traits and motivations should be measured (McCabe 
& Fleeson, 2015). Additionally, although there are several studies on the motivations for general 
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use of Facebook, these studies mainly looked at Facebook as a homogenous environment and 
focused on the uses and gratifications for general engagement with the site (Smock et al., 2011). 
No previous studies have examined probable motivations for photo sharing as specific feature 
use. Therefore, Chapter 5 aims to fill the gap in the literature regarding finding possible 
motivations for certain feature use, by exploring motivations for photo sharing in social media. 
Chapter 6 aims first to validate motivations found in Chapter 5 and then to identify the role of 
personality traits in defining the specific motivations of users for sharing photos via social media 
sites 
  
The last important point to close this chapter is that although Facebook is the biggest and most 
popular photo sharing social site, it cannot be representative of all other types of social media. 
However, it is expected that examining Facebook photos will mirror the current patterns of 
popular photo themes uploaded on social media that, similar to Facebook, have an offline to 
online base, wherein such anchored context, users tend to represent their real self rather than 
ideal self (Back et al., 2010; Gosling et al., 2011).  
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3 CHAPTER 3: PERSONALITY AS A PREDICTOR OF 
PHOTO-RELATED ACTIVITIES ON FACEBOOK (STUDY 
ONE- PHASE ONE) 
3.1 Introduction 
 
Previous studies confirmed that Facebook photo-related activities serve as a practical and 
informative means of interpreting self-image, interpersonal impressions, and self-presentation  
(Mendelson & Papacharissi, 2010; Pempek et al., 2009; Saslow, Muise, Impett, & Dubin, 2012; 
Siibak, 2009; Tosun, 2012). Back et al. (2010) tested the idealised virtual-identity hypothesis 
versus the extended real-life hypothesis and found that Facebook users tend to portray 
themselves as authentic rather than an improved version of themselves. However, very few 
studies have focused on the role of Big Five personality traits in determining Facebook photo-
related activities, the level of photo participation (i.e. uploading behaviour) as well as finding 
valid personality cues in order to be able to predict future uploading behaviour and users’ Big 
Five personality traits, a topic that this chapter and the next chapter are focused on. This first 
empirical study consisted of two phases. Phase one aimed to explore the quantity of personality-
relevant information available on Facebook profiles and phase two was designed to discover the 
quality of personality-relevant information via themes and types of Facebook photos. 
 
In phase one, the photo-related activities were examined under two aspects of a Facebook 
profile: content and features. The basic visual features which are solely created by the profile 
owner, include six items of information: the total number of uploaded photos, self-generated 
albums, cover photos, profile pictures, videos, and the average number of uploaded photos per 
album. Furthermore, the aspects of a profile that represent the online interactions of the users 
with their friends (see 2.2.3-2.2.7 and 2.3.7.2) include four items of information: the total 
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number of tagged photos, average number of received ‘likes’ and ‘comments’ on profile 
pictures, and number of Facebook friends. Definition and functions of these features are 
explained in Chapter 2 (see 2.1.1 and 2.1.3).  
 
The first study of the thesis employed a quantitative content analysis approach. This is a method 
that can be applied to content in various forms, from traditional media like newspapers, 
magazines, and radio programs, to the content of blogs, and personal online profiles 
(Krippendorff, 2004). Content analysis has been briefly defined as “the systematic assignment of 
communication content to categories according to rules, and the analysis of relationships 
involving those categories using statistical methods.” (Riff, Lacy, & Fico, 2014, p. 3). 
Quantitative content analysis is a well-practised method of looking for meanings and patterns in 
communication content. 
  
All communication employs symbols, which can be verbal, textual, or visual (Riff et al., 2014). 
In a more comprehensive definition of quantitative content analysis, Riff and colleagues (2014) 
highlighted some key terms such as ‘systematic’ and ‘symbol of communication’. “Quantitative 
content analysis is the systematic and replicable examination of symbols of communication, 
which have been assigned numeric values according to valid measurement rules, and the analysis 
of relationships involving those values using statistical methods, to describe the communication, 
draw inferences about meaning, or infer from the communication to its context, both of 
production and consumption” (Riff et al., 2014, p.19).   
 
The main purpose of this study is to examine the link between Facebook users’ photos (merely 
the amount of photo-related activities) as a symbol of communication and their Big Five 
personality traits. In other words, this study aims to find valid personality cues from the quantity 
of uploaded photos and photo-related activities on Facebook. Accordingly, based on the previous 
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studies on the relationship between the Big Five personality traits and general photo-related 
activities on social media, particularly Facebook (see section 2.3.5), the following hypotheses 
drive the present investigation: 
 
3.1.1 Research Hypotheses 
 
 H1. Based on previous literature review, it is expected that there will be a positive relationship 
between Facebook users’ level of Extraversion and the total number of photo uploads and online 
friends in their profile. 
 
H2. It is proposed that Facebook users with high levels of Neuroticism will upload more pictures 
as a strategy to seek social support and gain popularity online to fulfil the two central needs of 
self-presentation and belongingness, which are less likely to be satisfied offline (Seidman, 
2013). 
 
H3. Based on the research by Bachrach et al. (2012) a positive relationship between Facebook 
users’ level of Agreeableness and the number of tagged photos is expected. In addition, Wang et 
al. (2012) found that Agreeable Facebook users are more likely to comment on their friends’ 
posts. Therefore, it is expected that on average they will receive more ‘likes’ and ‘comments’ on 
profile pictures due to their friendly behaviour with others and the offline to the online direction 
of Facebook communication.  
 
H4. As Conscientiousness determine ones’ approach to life as being organised or spontaneous, it 
is expected that highly Conscientious individuals will use Facebook as a means of 
documentation and organisation of their visual memory. Therefore, it is proposed that there will 
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be a positive relationship between conscientiousness and the number of self-generated photo 
albums on the profile. 
 
H5. Although there is little basis regarding the effect of the Openness on Facebook visual 
activities, it is expected that there will be a positive relationship between Facebook users’ level 
of Openness and the number of video uploads in their profiles. This is because creating and 
posting personal videos can be considered as a relatively new and creative way of online 
communications and visual self-presentation where those scoring high in Openness are liable to 
try out new activities.   
 
3.2 Method 
 
3.2.1 Participants  
 
One hundred and fifteen participants completed an online personality and demographic 
questionnaires (see Appendix 1) and added the author as a Facebook friend. To be eligible to 
participate in the study a) participants had to be active Facebook users. They were asked to 
define themselves as an inactive user if there had been no recent profile activity or if they had 
not viewed newsfeed or friends’ activity within the past three months prior to their participation 
and b) participants were required to add the researcher to their friend list and consent to their 
Facebook photos being coded.  
 
In total 130 participants took part in the study, but 15 were excluded from the sample. Three 
profiles were created less than three months prior to the study, and another three profiles had 
privacy settings that restricted viewing most of the content. Two respondents provided the wrong 
profile URL (a broken link). Four participants did not add the researcher to their profiles, and 
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three others were excluded because they opted out by ‘unfriending’ the researcher before data 
analysis commenced.  
 
Various convenience sampling strategies are used in the study. Convenience sampling is used 
when the members of the population are suitable to sample. Since Facebook is the biggest and 
most popular social media platform, this method of sampling was employed because it is 
convenient and inexpensive. Furthermore, this thesis was interested in measuring Facebook 
users’ personality and no other factors such as age, gender or cultural differences. However, the 
main limitation of convenience sampling is that the degree of generalizability is questionable in 
comparison with simple random sampling, in which a high level of representativeness can be 
ensured. 
 
Approximately 60% (n=69) of participants were undergraduate psychology students who signed 
up for the study via the University of Wolverhampton’s Psychology pool, receiving one course 
credit for participation. 35% (n=40) were undergraduate or postgraduate students from other 
disciplines who were invited in person on the main city campus. The remaining 5% (n=6) were 
friends of participants, were recruited by snowball sampling or word of mouth (receiving no 
credit for participation). None of the participants were from the researcher’s own friends list. 
Approximately 75% of the participants were female (84 Female, 31 Male). Ages ranged from 17 
to 55 years. The age of four participants was unreported either in the survey or on their Facebook 
profile (Age overall M=22.21, SD=.580). For males, the mean age was 23.15 (SD=5.19), and for 
females, the mean age was 21.87 (SD=6.52). 
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3.2.2 Materials  
3.2.2.1 Facebook Research Profile 
 
The author set up a Facebook ‘research profile’ for the sole purpose of accessing the 
participants’ data. Privacy settings for the profile were set to ‘public’, which meant that it was 
easily searchable and accessible for everyone who intended to participate, but the friend list and 
all other privacy options were set up to be visible to the researcher only. This profile contained 
the study announcement and a link to the online survey (see Appendix 1). Accordingly, as 
instructed in the online survey, the participants added the research profile of the author to their 
Facebook friend list, to give her access to their Facebook content.  
 
The privacy settings of some participants’ profiles were set on the default Facebook setting 
which is publicly available, but profiles of the majority of the present sample were set as open to 
friends, which included the author. However, three profiles had very restricted privacy settings 
that limited viewing of most of the content. Accordingly, they were excluded from the whole 
sample. As expected, it did not seem necessary to consider the level of privacy settings of 
profiles as an inclusion/exclusion criterion. This was because participants may have decided to 
change their settings after participation or customize their settings for selected photos at any 
time. However, profiles with privacy settings that restricted viewing of most of the content 
and/or could make the profile not applicable for most of the codebook categories were excluded, 
either in the beginning or at the end of the first time of coding. 
3.2.2.2 Online Survey  
An online survey was designed through www.surveymonkey.com. The first page of the online 
survey presented an information sheet. The second page presented a consent form that was set as 
mandatory to be completed by all participants. As another major step, participants were 
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instructed to a) provide their Facebook identity, by copying and pasting their profile URL in the 
survey and, b) add the author’s Facebook research profile to their friend list. It was explained 
that participants cannot proceed the study until they have completed the last three steps, and then 
they needed to confirm whether they have done it or decided to withdraw from the study. This 
method was particularly used as an electronic consent. 
 
On the next page, participants were asked about how long they had the Facebook account (i.e. 
Facebook membership length). Then, on the following pages of the survey, they answered 
questions about their general Facebook activities and filled out a personality questionnaire. At 
the end of the online survey participants also answered demographic questions and were thanked 
(see Appendix 1). 
 
3.2.2.3 Personality Measures 
To measure personality, the 50-item set of IPIP (International Personality Item Pool) Big Five 
factor was used (Goldberg et al., 2006). IPIP internal consistency is good to excellent. Cronbach 
alpha reliability estimates for the IPIP 50-item scale reported on the IPIP website (ipip.ori.org) 
are as follows (Extraversion=.87, Agreeableness=.82, Conscientiousness=.79, Emotional 
Stability=.86, Openness=.84). Each of the ﬁve domain comprises ten items ranging from 1 
(Almost Never/Never) to 5 (Almost Always/Always). Some items in each domain scale are 
negatively keyed. A high scorer on Extraversion means the user is Extraverted and a low scorer 
means the user is more Introverted. A high scorer on Agreeableness means the user is more 
Agreeable and a low scorer means the user is more Disagreeable. High scorer on 
Conscientiousness means the user is more Conscientious and a low scorer means the user is less 
Conscientious. A high scorer on Emotional Stability means the user more emotionally stable and 
a low scorer means the user is less emotionally stable or more Neurotic. A high scorer on 
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Openness means the user is more open to new experiences, and a low scorer means the user is 
more closed to new experiences. 
 
3.2.2.4 Photo Codebook:  Codebook Development and Coding Procedure 
 
A systematic coding scheme was developed to employ content analysis on Facebook photo-
related activities and photo themes. Accordingly, a photo codebook was devised by the author, 
using a mixture of emergent and a priori coding. The photo codebook consisted of two main 
parts that were used in two phases of Study One. Phase one of the study aimed to explore the 
quantity of personality-relevant information available on Facebook profiles. Phase two was 
designed to discover general characteristics of Facebook photos or the quality of personality-
relevant information available on Facebook profiles. Furthermore, the process of developing the 
codebook involved preliminary content analysis of sampled photos. The major steps and 
considerations are listed below. 
3.2.2.4.1 Confidentiality and Ethics 
 
Maintaining the confidentiality of the data obtained from participants was one of the study’s 
priorities. The author tried to ensure that she addressed all the salient procedural aspects to gain 
ethical approval from the University of Wolverhampton, School of Health Ethics Committee. 
For example, no names were used, and only the Facebook URLs of the profiles were tracked to 
access the participants’ profiles, and they were also used to avoid duplication of coding. 
However, all such identifiable information was removed before conducting any statistical 
analysis on the collected data. Additionally, the privacy setting of the researcher’s profile was set 
to ‘public’ (which meant that it was easily searchable and accessible for everyone who intended 
to participate in the study). However, for the privacy of participants, the friend lists were set up 
to be visible to the researcher only.  
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3.2.2.4.2 Inclusion/Exclusion Criteria 
 
The only two inclusion criteria for the study were that participants had to be over 18 years old 
and had to have been active on Facebook within the past three months prior to their 
participation. Being ‘active’ was defined as the user either sharing any content or surfing on the 
site during the last three months before the study. However, at least one inclusion/exclusion 
criterion was defined for each codebook variable (see Appendices 2 and 3). 
 
In terms of exclusion criteria, profiles with privacy settings that restricted viewing of most of the 
content and/or could make the profile not applicable for most of the codebook categories were 
excluded, either in the beginning or at the end of the first coding attempt by the author. 
The privacy settings of some users’ profiles were set on the default Facebook setting which is 
publicly available, but most of the present sample was set as open to friends, that is including the 
author (whom participants added to their friend list). However, three profiles had very restricted 
privacy settings which limited viewing of most of the content and therefore, were excluded from 
the whole sample. As expected, it did not seem necessary to consider the level of privacy 
settings of profiles as an inclusion/exclusion criterion. This was because participants may have 
decided to change their settings after participation or customize their settings for selected photos 
at any time.  
 
3.2.2.4.3 Codebook Layout 
 
An Excel spreadsheet was used for coding the whole sample. This file contained several sheets 
pertinent to each of the major categories and subcategories. The URL addresses of participants’ 
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profiles were listed in the Excel file and were tracked to access each profile’s photos and albums 
(e.g. profile pictures, cover photos, tagged photos and general photo albums). The second coder 
also was given a copy of the Excel spreadsheet. This file also contained the detail definition of 
each of the single categories and subcategories.  
 
3.2.2.4.4 Selection of the Coding Variables  
 
The study used a mixture of emergent and a priori coding. The coding was inspired by the 
literature as well as during the exploratory observation of the Facebook photos and photo related 
behaviours. The author observed Facebook profiles for about six months, and the codebook 
preparation process took place between June 2012 and December 2012. During this time, the 
photo codebook was revised and improved several times. The actual data collection consisted of 
two coding attempts on the whole sample. The initial coding was between December 2012 and 
February 2013 and the second coding attempt was between February and March 2013. 
 
In particular, after the first coding attempt, some categories and subcategories were deleted or 
merged for three main reasons: 1) to decrease subjective interpretations as much as possible, 2) 
to make the codes mutually exclusive and 3) due to low frequency in some subcategories. To 
find examples and further explanations regarding, codebook development and how 
disagreements and differences in coding resolved (see 3.2.2.4.4 and 3.2.2.4.5). 
 
3.2.2.4.5 Codebook Reliability 
 
The first time, the author did all the coding. Then, she had three debriefing sessions with her 
supervisor as well as with the second coder (peer researcher). Disagreements and differences 
about categories and subcategories resolved through discussion between them. Debriefing 
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sessions were done to be ensured of the validity of the codebook before the second coding 
attempt. Accordingly, to avoid subjective interpretations as much as possible, the photo 
codebook was revised and improved where some categories and subcategories were merged or 
deleted. For example, the subcategory of ‘possessions’ (e.g. showing the profile owner holding a 
pet, certificates, trophies, etc.) was combined with the subcategory of ‘interests/ activities’ (i.e. 
showing the profile owner doing an activity or showing interests). The subcategory of ‘only pet’ 
was merged with ‘only nature/ animals’ (i.e. showing scenery, nature (e.g. flowers, woods, sea) 
or animals (can be pets) but containing no people). Where the coder could not determine related 
categories, those photos were categorised as ‘unable to determine’.” After the author did the 
whole coding for the second time, the second peer researcher coded a sub-sample (15%) to 
increase the validity of the coding and to establish inter-coder reliability (see 3.2.3.2 and 
4.2.3.1). 
3.2.2.4.6 Photo Codebook Categories (Phase One) 
 
Variable 1, referred to the total number of Facebook tagged photos in a profile. This figure is 
displayed on the main profile page under the section ‘photo of’ followed by the name of the 
profile owner. Variable 2, referred to the total number of uploaded photos, where the coder 
should add up a number of photos from each album excluding profile picture and cover album. 
Variable 3, referred to the total number of self-generated albums, where the coder should count 
the total number of albums in the user profile excluding profile picture album, cover album and 
video album. Variable 4, was the average number of photos per album which was the total 
number of counted photos in Variable 2, divided by a total number of counted albums in 
Variable 3. Variable 5, referred to the total number of videos where the coder should count the 
video clips in video album. The coder should not count tagged videos uploaded by friends of the 
user. Variable 6, the total number of profile photos which were the photos appeared in the 
system- generated album of ‘profile pictures’. Variable 7, the total number of cover photos 
where the coder should count the number of photos in the system- generated album of ‘cover 
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photos’. Variable 8, was average number of ‘like’ per profile picture, the first 3-5 photos from 
the profile pictures album were coded. The coder should count the total number of ‘likes’ 
excluding profile owner's likes. Variable 9, referred to average number of comments per profile 
picture that is the first 3-5 photos from the profile pictures album were coded. The coder should 
count the total number of picture comments excluding profile owner's comments. Variable 10, 
referred to the total number of Facebook friends shown on profile homepage that was the 
number of other profiles one is connected to.  
 
3.2.3 Procedure  
 
This study used a within-subjects design. It employed several questionnaires (included in an 
online survey) and a devised photo codebook. Respondents were recruited via one of three 
methods. First, by uploading a URL to an online survey designed in www.surveymonkey.com in 
the University of Wolverhampton psychology students’ participant pool. Second, by advertising 
the URL on some Facebook pages related to the postgraduate students, the student union and the 
alumni page with permission of the administrators, and third, by inviting participants in person 
on the main city campus.  
 
Accordingly, the profiles of those who gave their Facebook identity (i.e. profile URL), added the 
researcher as their Facebook friend and consented for their profile content to be analysed were 
quantified. The codebook was applied to each Facebook profile individually by following the 
URL of Facebook profiles that participants provided in the online questionnaire (see Appendix 
1). These URLs contained identifiable information; therefore, they were deleted before starting 
data analysis on the codebook variables. In this way, the confidentiality of participants’ 
information was maintained. For phase two of the study, all the sampled photos were clicked and 
opened separately in Internet Explorer. Therefore, they were viewed with a high level of detail in 
order to analyse the content of each photo with precision. The first coding attempts took place 
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between December 2012 and February 2013. Once again, the whole sample was coded for the 
second time between February and March 2013. 
 
3.2.3.1 Measuring Quantity of Personality-Relevant Information (Phase One) 
 
Some of the codebook categories were established after a review of the literature on the 
relationships between Big Five personality traits and Facebook behaviours (Ross et al., 2009; 
Amichai Hamburger & Vinitzky, 2010; Gosling et al., 2011; Bachrach et al., 2012; Moore & 
Mcelroy, 2012). Others were established after a preliminary examination of the data during the 
process of codebook development. Therefore, as it will be discussed later in this chapter and the 
next chapter, many of the variables were unique to this study (see Appendix 2). 
 
The study variables were included in the codebook as symbols of visual communication on 
Facebook. The importance and functions of each of these variables have been discussed in the 
literature review chapter of this thesis (see sections 2.1.5.1 and 2.1.5.2). The first phase of Study 
One measured the quantity of personality-relevant visual information accessible in Facebook 
profiles. Every single category had a clear definition to limit the level of subjective interpretation 
and to make the coding procedure as reliable and replicable as possible.  In Chapter 4 the 
codebook categories related to the second phase of this study is explained (see 4.2.2.1). 
3.2.3.2 Codebook Inter-Rater Reliability (Phase One) 
The author did the whole coding and a second peer researcher coded a sub-sample of 15% to 
establish inter-coder reliability. Because all the variables were numeric, the basic measure of 
inter-rater reliability, which is a percent agreement between coders, was used. The first phase of 
coding only needed the coders to count the number of photos and albums that are appeared in a 
Facebook profile. The agreement levels for the study variables were 100%. 
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3.3 Results 
 
Due to the skewness of the dependent variables, square root and log10 transformations were 
applied. Square-root transformation is used where there is positive skewness and log10 when 
there is negative skewness (Field, 2012). Nevertheless, for the ease of interpretability, Table 1 
shows raw units for mean and standard deviation (see Table 1). Furthermore, the main 
assumptions of multiple regression such as linearity were checked to see whether the findings 
are generalizable beyond the present sample. Thus, transformation P-P and scatter plots were 
screened (Field, 2012, p.220).  
 
Table 1. Raw Mean and Standard Deviation Are Shown for The Ease of Interpretability of 
the Ten Dependent Variables 
 
No. Facebook 
Friends 
No. 
Tagged 
photo 
Total 
Uploaded 
photos 
No. 
Uploaded 
album 
Ave. 
Photo 
per 
album 
No. 
Cover 
No. 
Uploaded 
video 
No. 
PP* 
Ave. 
Like 
per 
PP* 
Ave. 
Comment 
per PP* 
M 428.0 240.7 636.6 16.0 29.7 4.3 2.5 42.2 4.65 1.5 
SD 358.9 361.4 969.7 19.9 27.0 5.4 5.6 63.9 5.2 2.2 
 
Note. *PP: Profile Picture 
 
To identify which elements of the Big Five could be a good predictor of photo uploading behaviour 
or the level of photo participation and photo-related activities, a series of multiple regression 
analyses were conducted with each of the Big Five trait entered as the predictors (see Model 1). 
However, studying the correlation matrix of variables showed Facebook membership length (i.e. 
profile age; duration of Facebook use) was highly correlated with nine out of the ten dependent 
variables (except the number of cover photos; a relatively new feature at the time of data collection 
which only half of the sample used). The profile age broadly approximated a normal distribution 
(M= 4.0, SD=1.4 in years). Accordingly, Facebook membership length was considered as another 
meaningful independent variable and was added to the regression analysis of the five personality 
PERSONALITY AS A PREDICTOR OF VISUAL SELF-PRESENTATION 126 
 
traits to see its effect in interaction with them (see Model 2). Therefore, the author produced and 
introduced two models as follows; Model 1 consisted of the five personality traits, and model 2, 
included the five traits plus Facebook membership length. In table 2 the comparison of R2 and 
R2adj of these two models were reported as an access for the goodness of fit (see Table 2). The 
adjusted R2 explain how much variance in the outcome would be accounted for if the model had 
been derived from the population from which the sample was taken.  
 
Moreover, multicollinearity was not an issue and finally the assumption that error in the regression 
are independent was checked (i.e. Durbin-Watson Statistic) as they were close to 2 or between 1 
and 3 and this was not an issue as well (Field, 2012, p.220). Regression analysis using the 
backward method was chosen to test each individual contribution. Thus, the factors with the most 
explanatory power appeared last by the elimination of weaker predictors, avoiding suppressor 
effects of independent variables on each other (Field, 2012, p.213). In both Model 1 and Model 2, 
the ten codebook items were treated as dependent variables (see Table 2). 
Table 2. Comparison of r2 and r2adj to Show the Goodness of Fit between Prediction Model 1 
and Model 2 for the Ten Dependent Variables 
 
 
No. Facebook 
friends 
Total no. 
Uploaded photo 
No. uploaded 
albums 
Ave no. Photo 
per 
Album 
No. uploaded 
videos 
 R2 R2adj R2 R2adj R2 R2adj R2 R2adj R2 R2adj 
Model 1 .097 .078 .071 .052 .050 .040 .067 .048 .081 .072 
Model 2 .163 .145 .182 .156 .185 .168 .117 .088 .193 .167 
 
 
No. Profile 
Pictures 
No. tagged 
photos 
No. cover Ave no. Like per 
profile picture 
Ave no. Comment 
per profile picture 
 R2 R2adj R2 R2adj R2 R2adj R2 R2adj R2 R2adj 
Model 1 .000 .000 .000 .000 .062 .052 .048 .038 .126 .096 
Model 2 .125 .106 .120 .111 .056 .046 .076 .055 .086 .064 
 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  127 
 
The Facebook membership length in interaction with the personality factors made a strong 
contribution in 5 out of 10 prediction models. This factor did not contribute to only 3 models of 
‘total number of cover’ and ‘average number of ‘likes’ and ‘comments’ per profile pictures. 
However, in the two models of ‘total number of tagged photos’ and ‘profile pictures’, ‘Facebook 
membership length’ emerged as the only significant predictor while personality factors did not 
contribute.   
 
Detailed results from the interaction of the six predictors (Model 2) are presented as follows; H1 
and H2 were supported by the data. As a group, Extraversion (β= .221, p=.027), Neuroticism (β= 
.236, p=.018) and Facebook membership length (β= .319, p=.001) significantly predicted 
participants’ total number of uploaded photos, (F(3,93) = 6.905, p =.001), accounting for 15.6% 
of the total variance. Extraversion (β= .238, p=.019), solely explained 4.6% of the variance and 
significantly predicted the higher number of cover photos, (F(1,95)= 5.680, p=.019). Surprisingly, 
in terms of average number of photos per albums (F(3,93) = 4.103, p=.009), Neuroticism (β= .246, 
p= .018) and Facebook membership length  (β= .207, p=.036) loaded onto the model that 
accounted for 8.8% of the total variance. However, Extraversion that was correlated with the 
higher number of photos did not contribute in this model significantly. Very consistent with the 
literature the higher scorers of Extraversion had, the more Facebook friends. Extraversion (β= 
.265, p=.006) together with Facebook membership length (β= .301, p=.002) explained 14.5% of 
the variance, F(2,93)= 9.068, p=.001). 
 
Partially in line with the prediction in H3, Agreeableness (β= .207, p=.049) was found to be the 
only significant predictor of average number of received ‘likes’ on profile pictures. The model 
(F(2,86)= 3.556, p=.033) predicted 5.5% of the variance. Also, Agreeableness (β= .264, p=.014) 
influenced the model of predicting average number of received ‘comments’ per profile pictures 
and the model accounted for 6.4% of the variance (F(2,86)= 4.028, p=.021).  
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In line with expectation in H4, Conscientiousness (β= .208, p=.028) and Facebook membership 
length (β= .377, p=.001) were predictors of higher number of self-generated albums. This trait 
and membership length accounted for 16.8% of the total variance (F(2, 94) =10.653, p=.001). 
Finally, H5 on the association between Openness and the number of video uploads was not 
supported by the findings. Unexpectedly, Conscientiousness (β= .301, p=.002) in addition to 
Facebook membership length (β= .306, p=.001) explained 16.7% of the total variance and 
predicted significantly the higher number of uploaded videos (F(3,93)= 7.404, p=.001).  
 
The Facebook membership length, alone (β= .347, p= .001) was revealed to be the strongest 
predictor of greater number of Facebook tagged photos, which explained 11.1% of the total 
variance, (F(1,95)= 13.013, p=.001). Again, membership length (β= .319, p=.001) highly 
influenced the significant model of predicting higher number of profile pictures. This explained a 
relatively big proportion of 10.6% of the total variance, (F(2,94)= 6.691, p=.002).  
 
Refer to Table 3 for a summary for each of the ten predictors in the model. Non-significant 
independent variables were excluded (see Table 3). In terms of gender, since the sample was 
predominately female, it was not promising to examine gender differences. This approach was 
also adopted by previous researchers (Ross et al., 2009). Furthermore, similar to Moore and 
Mcelroy (2012), after including gender, only few of the previous significant models remained 
significant, suggesting that gender has little interaction with personality factors. Consequently, 
this study excluded this factor from the prediction models.  
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Table 3. A Summary List of Findings to Show Personality Traits and Facebook Membership 
Length as Predictors of Facebook Visual Presence  
 
Predictors Predicted Facebook Features 
Extraversion No. of Facebook Friends 
Total no. of  uploaded photos 
Total no. of cover photos 
 
Neuroticism Total no. of uploaded photos 
Ave. no. of photos per albums 
 
Agreeableness Ave. no. of ‘Likes’ per profile picture 
Ave. no. of ‘Comments’ per profile picture 
 
Conscientiousness Total no. of self-generated albums 
Total no. of uploaded videos 
 
Facebook membership length 
No. of Facebook Friends 
Total no. of  uploaded photos 
Total no. of self-generated albums 
Total no. of uploaded Videos 
Total no. of tagged photos 
Total no. of profile pictures 
Ave. no. of photos per albums 
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3.4 Discussion 
 
Present results show that all of the ten tested features were significantly predicted by at least one 
of the five personality dimensions or by the Facebook membership length. According to the 
extended real-life hypothesis, Facebook serves as a real-life platform where users communicate 
their real personality (Back et al., 2010). Furthermore, self-disclosure research suggests CMC 
has generative effects rather than being merely a reflection of offline social norms. Particularly, 
disclosure of personal information via uploading pictures and videos is strongly associated with 
norms of online identity disclosure, which has more indirect or mimetic ways of identity claims 
through visual cues (Mesch & Beker, 2010). It is suggested that more implicit personality cues 
are perceived as more indicative of an individual’s identity, perhaps because such cues also 
perform similarly to nonverbal behaviour in face-to-face interactions. In the following sections, 
the findings for each personality trait will be discussed in turn. 
 
3.4.1 Visual Expressions of Personality on Facebook 
 
3.4.1.1 Visual Expressions of Extraversion on Facebook 
 
H1 was supported by the data, as it was expected that more Extraverted users tend to upload 
more pictures onto their profile. It seems that the more Facebook users upload photos, the more 
they may disclose their true selves as depicted in these photos. Even though not all photos 
contain the profile owner, photos can evidence attitudes and underlying desires by telling life 
stories. Furthermore, SNS have an exhibitionistic nature, whilst inherently, Extraverts are 
emotionally expressive and behave in an overt way. For example, they tend to wear more 
fashionable clothing (Riggio & Riggio, 2002).  
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More Extraverted users also selected more photos as their profile cover. This image is the largest 
picture located at the top of the profile page and will remain public on the Internet even to non-
Facebook users. Arguably and as recommended by Facebook developers (Facebook.com, 2012), 
users set a unique cover photo that shows their life preferences or concerns. Extraversion has 
been confirmed as the best predictor of communication-related behaviours and motivations on 
Facebook. Also, Extraverts are more inclined to express their actual selves (Seidman, 2013), 
suggesting that they are generally happier with who they are.  
 
Findings also support the second part of H1 that there is a positive relationship between 
Facebook users’ level of Extraversion and the total number of friends in their profile. Consistent 
with the literature, results show that highly Extravert individuals establish greater ties of online 
friendship on Facebook (e.g. Quercia et al., 2012). Such findings justify the social enhancement 
or ‘rich get richer’ hypothesis that states individuals who already have many established contacts 
will be able to increase networks via their interactions on the Internet (Zywica & Danowski, 
2008). Evidently, Extraverts’ need for high stimulation and being in unlimited contact with 
many friends seem to be well gratified on Facebook. Having more friends, uploading more 
pictures in total and selecting more cover photos, in particular, seem to be a true manifestation of 
this personality characteristic. Thus, it appears highly Extravert Facebook users fulfil their self-
presentation and communication needs through intensive projection of Facebook imagery.  
 
3.4.1.2 Visual Expressions of Neuroticism on Facebook 
 
H1 is supported by the data, since in addition to Extraversion, Neuroticism was predictive of 
having significantly more photos on Facebook. This is consistent with one of the pioneer studies 
that stressed extensive online self-disclosure among high scorers of Neuroticism (Amichai-
Hamburger, 2002). Findings suggest that highly Neurotic users seek acceptance implicitly 
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through publishing Facebook photos. This is partially in line with findings that showed 
Facebook users high on Neuroticism are more likely to post photos of themselves (Amichai-
Hamburger & Vinitzky, 2010). Alternatively, as heavier Internet and Facebook users (Amichai-
Hamburger, 2002; Moore & McElroy, 2012), they presumably try to adapt to the normative 
patterns of Facebook behaviours to seek acceptance and to decrease feelings of loneliness 
(Hughes, Rowe, Batey, & Lee, 2012; Ryan & Xenos, 2011).  
 
Further findings showed that on average highly Neurotic users also have more photos per album. 
On the one hand, Neuroticism and Extraversion significantly predicted more photo uploads. On 
the other hand, Conscientiousness was predictive of more self-generated albums. Nevertheless, 
Neuroticism alone predicted having more photos per album. Thus, highly Neurotic users appear 
to have a greater number of voluminous photo albums than highly Extravert and highly 
Conscientious users. 
 
Once more, this may be indicative of their attempt to look more attractive online (Wehrli, 2008). 
Also by intensive photo participation, they may try to provide visual evidence that they look 
happier and more popular on Facebook to ‘keep up with the Joneses’. Collectively, Facebook 
users higher on Extraversion and/or Neuroticism who had a Facebook account for longer 
uploaded significantly more photos to their profiles.  
 
The self-disclosure literature in face to face communication suggests that socially anxious 
individuals self-disclose either to the same degree as non-socially anxious people or even they 
disclose more. However, to seek others’ approval they may disclose inauthentic or false self-
descriptive information (Heerey & Kring, 2007). This can explain how Neurotic users can be 
extensive photo uploaders, but the question that the next study seeks to answer is whether users 
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photo choices (content/themes of photos) can provide valid personality cues of their 
temperament. 
3.4.1.3 Visual Expressions of Agreeableness on Facebook 
 
The first part of H3 was not supported by the data as the present study showed no positive 
association between the level of Agreeableness and the number of tagged photos. However, the 
three communication features of ‘like’, ‘comment’ and ‘tag’ have several functions in common 
by which users not only demonstrate and even show off relationships and stress group identities 
but also by virtually connecting up the content of profiles, they strengthen and expand friendship 
online. Consequently, it may be safe to posit that Facebook users try to foster online 
relationships with a more Agreeable Facebook friend in response to their offline warm and 
friendly behaviours. 
 
“As expected, the second part of H3 was supported by the data. Previous research showed that 
the more Agreeable a Facebook user is, the more s/he tends to make comments on their friends’ 
posts (Wang et al., 2012). Interestingly, current findings indicate that highly Agreeable users 
receive more ‘likes’ and ‘comments’ on their profile pictures from their Facebook friends 
(‘Likes’ and ‘comments’ from profile owners were excluded, and only friends’ contributions 
were coded). The present study did not measure whether highly Agreeable users also ‘liked’ and 
‘commented’ on their friends’ profile content and/or whether friends of Agreeable users are also 
more Agreeable than other users’ friends, nonetheless it seems ‘liking’ and ‘commenting’ can be 
considered as a positive reciprocal behaviour and takes root in anchored offline relationships that 
Facebook users maintain online. Reciprocity is a rewarding action, that is known as a strong 
determinant of human behaviour (Falk & Fischbacher, 2006). Furthermore, what we know is that 
Facebook relationships tend to reflect offline networks, in which interactions take place 
primarily with people already known to the networker, known as ‘anchored relationships’ (e.g. 
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Zhao et al., 2008). Another possible explanation is that Facebook users will respond to the 
perceived kindness of their highly Agreeable friends by providing more ‘likes’ and ‘comments’ 
on their photos. According to the reciprocity theory, in response to the kind and nice actions 
individuals behave nicer and friendlier in return. 
 
In particular, ‘Like’ is a very popular communication feature on Facebook by which different 
messages could be conveyed. Therefore, its implications extend beyond the literal meaning of 
‘like’ as someone merely liking a photo or a status update (Mendelson & Papacharissi, 2010). 
Arguably, users may ‘like’ a friend’s post to say it is good to hear from them or to signal they 
had seen the post. The feature of ‘like’ may play a pivotal role in strengthening offline friendship 
by which friends keep in touch online. On Facebook popular culture, ‘liking’ and ‘commenting’ 
imply attention and care to friends’ life events announced via profile updates. In a similar vein, 
users ‘like’ product brands or fan pages and participate by leaving ‘comments’ to express their 
support and admiration.  
 
Other-generated content such as friends’ ‘likes’ and ‘comments’ on the user’ posts, provide 
valuable information about the user characteristics particularly. Such information from 
communal orientation not only has strong effects on inferring one’s personality but also 
qualified the effects of self-generated content such as posted photos and shared items. ‘Likes’ 
and ‘comments’ as  other-generated information play an important role in perceived social 
attractiveness and popularity of the profile owner (Utz, 2010; Walther et al., 2008). Research 
shows that users will only be perceived as socially attractive when the other-generated 
comments are in line with the self-generated content, suggesting warranty theory (Walther, 
2011). Therefore, exaggerated self-presentations cannot be effective without an audience’s 
validation, that is, a user’s friends’ positive comments and feedback as proof (Hong et al., 2012).  
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3.4.1.4 Visual Expressions of Conscientiousness on Facebook 
 
H4 on the positive association between the level of Conscientiousness and creating more photo 
albums were supported by the data. Accordingly, results revealed that high scorers prefer to 
create new albums and organize their photos properly in various folders rather than leaving them 
on Facebook default albums or accumulating new photos in existing folders, for instance. These 
findings may underline the personality disposition of such individuals who are organized and 
less spontaneous. Furthermore, highly Conscientious users uploaded more video clips to their 
profile which can further explain the manifestation of this trait regarding having an organized 
profile. It is partially consistent with the findings on the association between high on 
Conscientiousness and extensive Facebook photo uploads (Bachrach et al., 2012). Nevertheless, 
from the present data it cannot be inferred that highly Conscientious users possess a greater 
number of Facebook photos or videos, but noticeably, it seems they have a preference to 
document their personal files using Facebook tools. 
 
Facebook visual features are rapidly improving (Ryan & Xenos, 2011) to fulfil its growing 
users’ expectations, particularly with the prevalence of smartphones and mobile applications. 
Employing such visual tools, users can effectively communicate and receive comments on every 
single photo or video. In this context, as goal-oriented individuals, highly Conscientious users 
not only document their life stories but also share them with their friends and family in a more 
convenient way than using email for instance.  
 
3.4.1.5 Visual Expressions of Openness on Facebook 
 
H5 suggested that there is a positive association between Openness and the number of uploaded 
videos, but it was not supported by the data. No significant effect of Openness on Facebook 
photo-related activities was found. It seems that due to having broad interests and a tendency to 
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try out new experiences, it is likely that highly Open profile owners use a variety of online 
features (Amichai-Hamburger & Vinitzky, 2010; Ross et al., 2009) but they do not engage in the 
intensive use of one or two communication methods. Additionally, Facebook very quickly has 
become popular and turned into a common communication tool particularly for university 
students. Therefore, using Facebook features is not considered unique anymore (Smock et al., 
2011) and it may not encourage particularly highly Open users to engage with the site as much 
as before. They no longer consider Facebook as a new experience or method of online 
communication (Seidman, 2013). 
 
3.4.2 Length of Membership on Facebook and Users’ Visibility  
 
In terms of users’ visibility and irrespective of personality factors, the longer users had been 
members of Facebook, the more visual contributions they made. Findings showed the older 
profiles contained more total photos, videos, albums, tagged photos, profile pictures and photo 
per albums. In terms of online interactions, again and irrespective of personality factors, it seems 
users gradually expand their Facebook networks by adding new friends. Consequently, through 
online communications they generate more mutual content. For example, users will be tagged in 
more photos. In the present study, length of membership on Facebook emerged as the sole 
predictor of having more tagged photos and more profile pictures. Furthermore, it is suggested 
that users who frequently use Facebook may develop more trust which can lead to increased 
self-disclosures (Sheldon, 2009). 
 
Motivational studies suggest maintaining friendships as one of the strong motivations for 
Facebook engagement (e.g. Tosun, 2012; Smock et al., 2011). Since ‘tagging’ is a very common 
strategy in which profiles link together; it could be that the profile owners use the tag feature for 
various reasons such as creating, maintaining, bridging and bonding with others and demonstrate 
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their relationships within and outside of their networks. Tagging can also enhance a user’s social 
capital (Ellison & Boyd, 2013; Steinfield, Ellison, & Lampe, 2008). Based on the Facebook 
default setting, friends and the friends of friends of tagged people will gain access to the photo. 
Although users can control whether tagged photos appear on their profile or not, shown tagged 
photos always remain visible to ones’ friends unless they have been untagged or deleted.  
 
In terms of the quantity of profile pictures, present data showed personality differences do not 
play a role, whereas Facebook membership length was the sole predictive factor. It seems that 
the level of profile owners’ visibility (via changing and uploading new profile pictures) increases 
over time.  
 
Additionally, findings are partially in line with Moore and McElroy (2012) who pointed out 
Facebook membership length was significantly related to the several Facebook features such as a 
total number of friends and uploaded photos. Particularly, their findings showed that regarding 
total photo uploads and frequency of Facebook use personality did not significantly contribute, 
whilst the length of membership was the determinant factor. It seems plausible to conclude that 
the increased level of visual disclosure is the consequence of using Facebook for longer. 
3.5 Strengths and Limitations 
 
This study is one of the first that focused on discovering visual cues of personality from 
Facebook photo-related activities.  It used actual profile data retrieved manually, though the 
majority of the literature relies on self-report. Therefore, real online behaviours were measured. 
For example, system-generated and self-generated photo albums on Facebook were 
differentiated to examine the influence of personality traits on profile construction and album 
organization.  Measuring ‘the total number of self-generated photo albums’ ‘The average 
number of photos per album’, ‘the total number of videos’ and ‘cover photos’, in addition to 
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‘average number of ‘likes’ per profile picture’ and ‘average number of ‘comments’ per profile 
picture’ are all unique to this study. Furthermore, the data sourced for this exploratory study was 
based on users’ photo-related activity as well as their network interactions over a period of time, 
that resulted in personality-relevant information. 
 
This study detected Five-Factor Model of Personality (as a construct predictor) and Facebook 
length of membership as significant predictors of both the level of visual presence and visual 
interaction on Facebook; however, undoubtedly other influential factors could account for the 
remaining amount of variance that was not explained. For example, future studies may examine 
the influence of Narcissism alone or in the interaction with the Big Five traits to find out the 
predictive power of each of the traits and to find the most influential predictors in determining 
certain photo-related behaviours.  
 
Additionally, this study examined uploaded self-selected photos as a measure of users’ content 
contribution and quantity of personality-relevant information. Sharing photos of others (e.g. 
from Facebook groups and public pages); however, can be considered a different behaviour that 
was out of the scope of this study. Thus, the last study of this thesis will seek to answer the 
question of whether there are personality differences between those who are visual content 
creators (i.e. mainly share their own photos) and those who are content curators (i.e. mostly re-
post others’ photos online). 
 
It is noteworthy that, although the substantial effect of Facebook membership length on the 
amount of self-generated visual content as well as the amount of built-up content from users’ 
interactions was found, it is acknowledged that over 85% of the sample was undergraduate and 
university students. Thus, these users are perhaps at an age in which identity construction is 
particularly relevant to them (Pempek et al., 2009; Ridout et al., 2012). Therefore, one might 
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expect that they would extensively engage in self-presentation and self-disclosure in SNS 
whereas older users may have already formed their social identity and networks of friends and 
would thus be less motivated to claim an online social identity. In addition, having new 
commitments to work and family they seem to find less free time to spend online. It is possible 
to generalize these findings; nevertheless, to examine the effect of Facebook membership length 
in interaction with the age of users, further research is needed to identify the visual participation 
level from different age groups with the same profile age or Facebook membership length. As 
another suggestion, future research may be conducted using a sample that consists of users with 
the same length of membership on Facebook to measure the effect of this factor on Facebook 
engagement and content production, particularly on photo sharing and other photo-related 
activities. Despite the strengths mentioned above, another limitation is that findings were 
restricted to a sample of predominantly female college-age students. Therefore, the role of 
gender can be another factor of interest in future research, which is out of the scope of this 
thesis.  
 
3.6 Conclusions 
 
The findings revealed that profile owners with various personality traits set up albums and 
upload photos differently. Users not only differ in the tendencies towards using certain features 
but also generating certain visual features on Facebook, for example, having a preference for 
updating and changing cover photos or uploading video clips. Results also provide evidence that 
regarding the amount and frequency of photo-related activities reasonably accurate predictions 
of the users Big Five personality traits are possible. The information that will ‘give off’ from 
users’ behaviours on Facebook can act as behavioural residue or unintentional residue of 
personality. For example, the total number of self-generated albums was predictive of 
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Conscientiousness as the more self-generated albums, suggesting, a more organized profile of a 
more Conscientious Facebook user. 
 
The results add to the growing body of literature around identifying valid personality-relevant 
information from social media profiles. Furthermore, this study found other influential factors 
such as length of Facebook membership. It also extends the current knowledge of the influential 
role of Big Five personality on how these traits can be manifested through the intensity of 
engagement with specific communication features on Facebook.  
 
Once again, the findings support the importance of identifying and analysing more specific 
feature use against focusing on the global feature use to learn about media preferences, patterns 
of media exposure and content generation in social media platforms. The focus on 
operationalising ‘use’ becomes even more important when studying the role of individual 
differences and expressions of personality in online settings as the topic of interest.   
 
The next study examines the content of photos to not only explore new visual personality cues 
but also gain a deeper understanding from certain underlying dispositions that could be depicted 
in Facebook photos. For example, regarding the personality cues of Openness, it is expected that 
by exploring the content and type of uploaded photos, certain visual cues will be found. 
However, in the present study, no significant correlations emerged as a valid cue of this trait. 
Similarly, concerning Neuroticism the present study provides support to the hypothesis that 
users high in Neuroticism are extensive photo uploaders; however, these findings are in 
contradiction with some of the previous studies. As only the quantity of photos and photo related 
activities was examined, the next study will explore whether highly Open and/or Neurotic users 
favour certain themes (e.g. self-photos, photos of others or objects only). 
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4 CHAPTER 4: PERSONALITY EXPRESSION THROUGH 
PHOTO CONTENT: VISUAL SELF-PRESENTATION OF 
PERSONALITY ON FACEBOOK (STUDY ONE- PHASE 
TWO) 
 
4.1  Introduction 
 
The first part of Study One confirmed the relationship between personality and Facebook photo-
related activities. It was evident that it is possible to predict the Big Five traits of Facebook users 
from the quantity of visual information associated with a profile, such as ‘total number of 
uploaded profile pictures’ or ‘cover photos’. To validate and extend findings from the previous 
chapter, the second part of this study will explore whether it is possible to predict users’ 
personality traits from the content of uploaded photos or the quality of personality-relevant 
information available on Facebook profiles. Accordingly, this second phase aims to find valid 
personality cues from the types of photos users uploaded or permitted to appear in different 
sections of their profile including profile picture, cover photos, tagged photos and other photos 
in general albums. 
 
Facebook is one of the best data sources to find expression of traits or users’ personality cues. 
Because of its exclusive accessibility to these four possibilities: a) a large number of photos in a 
single place, b) photos which were taken over time, c) photos which were taken across different 
contexts, ranging from romantic life to professional contexts and that display users’ patterns of 
behaviour. D) Such visual information is not always easy to be manipulated or controlled by the 
social media user.   
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As discussed in the literature review chapter, a number of previous studies have explored 
individual differences and content of offline and online photos. For example, individual 
differences in displaying positive emotions in college yearbook pictures and life satisfaction, in 
future (Harker & Keltner, 2001; Rule & Ambady, 2010), the predictive role of smile intensity in 
group photos (of baseball players) and life expectancy or longevity (Abel & Kruger, 2010); the 
relationship between the Big Five (Naumann et al., 2009) and Narcissism (Vazire & Naumann, 
2008) and physical appearance in everyday life. 
 
In terms of online photos, there are available studies that found the relationship between the Big 
Five traits on some photo-related activities in social media. However, in the majority of these 
studies only the number of uploaded photos or quantity of available visual information on 
Facebook profiles was measured (Ross et al, 2009; AmichaiHamburger & Vinitzky, 2010; Back 
et al., 2010; Gosling et al., 2011; Bachrach et al., 2012; Kosinski et al., 2013). A few studies 
examined the content of online photos or quality of available visual information in profiles, 
where the researchers investigated personality judgement accuracy using uploaded pictures as 
part of users’ generated content (e.g. Buffardi & Campbell, 2008; Ivcevic & Ambady, 2012) 
without employing a detailed classification of photos or a photo codebook. 
 
Furthermore, despite some attempts to find the relationship between personality traits and types 
of uploaded photos on Facebook, previous studies coded photos from very limited perspectives 
only.  For example, almost all previous studies suffered from a number of problems as follows; 
a) merely one or two photos were sampled per participant (Buffardi & Campbell, 2008; Gosling 
et al., 2011; Ivcevic & Ambady, 2012). The problem with examining only one or two of a user’s 
photos is that considering a single behaviour at one point in time (from one single upload 
attempt) seems inadequate to inspect patterns of human behaviours, particularly personality-
relevant information or valid cues. B) Only the most current photo of the user was chosen 
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(Buffardi & Campbell, 2008; Gosling et al., 2011; Ivcevic & Ambady, 2012; (Stefanone, 
Lackaff, & Rosen, 2011; Stopfer et al., 2013). Again, although personality is believed to be 
consistent over time and situations, considering only one current expression of personality can 
capture very limited cues if any. C) In most cases, a single visual section of profiles, specifically 
profile pictures, was examined (Buffardi & Campbell, 2008; Gosling et al., 2011; Ivcevic & 
Ambady, 2012; Stefanone et al., 2011; Stopfer et al., 2013). 
 
There are four main visual sections on Facebook profiles. These include ‘profile picture’, ‘cover 
photo’, ‘tagged photos’ and general photo albums or self-generated albums. The latter three 
visual spaces have different functions and can signpost some cues relevant to the personality that 
do not find a chance to manifest in the profile picture section. As a profile picture typically 
contains the user’s face, the focus of previous studies were d,) limited to the facial expressions 
and physical appearances in self-photos. Therefore, in the majority of the previous studies, e) 
only limited types of photos such as self-photos and group photos were examined. However, 
other types of images, such as pictures of ‘nature/animal’, ‘objects only’, and ‘location only’ 
were overlooked in the literature (Buffardi & Campbell, 2008; Gosling et al., 2011; Ivcevic & 
Ambady, 2012; Stopfer et al., 2013). 
 
The profile picture is a central photo on a Facebook profile. The majority of users treat the 
profile picture as a photo ID of themselves. The users adapt norms of a typical profile picture 
that is having a picture of the self (Gosling et al., 2011; Ivcevic & Ambady, 2012; Stefanone et 
al., 2011; Stopfer et al., 2013). In contrast, Facebook users vary more widely in their choices for 
other visual portions of the platform. Because users can be more flexible regarding what to 
choose and upload to the other visual sections of a profile like cover photos or the general 
albums they create. Therefore, as the second part of this study, the photo codebook for phase one 
was extended to examining cover photos and categorize all these sections.  
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The most important visual section of almost any type of online profile or an online account 
seems to be the profile picture. At first glance, a Facebook profile becomes distinguishable by 
this image, even before one looks at any other items of information, which are made accessible 
to the viewer. A profile picture is like a photo ID that shows the ownership of the profile.  On 
Facebook, the profile picture is a dominant photo that always appears next to the user’s name 
and next to any content s/he may generate throughout the site. Therefore, it seems that users will 
see one’s current profile picture, more than any other visual or textual pieces of information on a 
profile. 
 
The second visual section of Facebook profiles that will be examined in this study is the cover 
photo. A cover photo acts as a big banner in a profile. This image can help users to share 
additional personal visual information as a supplement to a profile picture. Examining cover 
photos to find valid personality cues is unique to this study.  
 
The third main visual section of Facebook profiles that will be studied are tagged photos. 
Tagging is a kind of photo-related activity that is mainly used by friends of a user; hence, tagged 
photos will appear on both users’ profiles in the ‘photos of x’ section. It is suggested that tagging 
can be considered to be a common strategy for virtually linking people to create and maintain 
bridging and bonding with others, not only inside but outside of one’s online network. Having 
more tagged photos can signal meaningful relationships between certain friends who are tagged, 
and it can be a reflection of user’s social capital (Ellison, Steinfield, & Lampe, 2010; Ellison, 
Vitak, Gray, & Lampe, 2014). However, at the same time tagging can be considered a privacy-
threatening act by other users (Ellison et al., 2014; Lang & Barton, 2015).  
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The fourth visual section that will be examined in this study is the general photos uploaded to a 
profile. Therefore, in this study, more photos will be analysed from general albums, excluding 
profile, cover and tagged photos that will be examined separately. Studying the relationship 
between the general photo albums and users’ personality traits is also unique to this study. In this 
thesis, the four listed visual sections have been considered to be different visual spaces because 
each of them has its own functions and a user may perform a range of different self-expressive 
and self-presentational behaviour. It is expected that personality traits will be manifested in these 
visual spaces differently. 
 
There is plenty of evidence of how people arrange their environment differently, suggesting a 
residue of behaviour in one’s environment; either physical, such as offices and bedrooms 
(Gosling et al. 2002) or virtual, such as personal web pages and blogs (Back et al., 2010; Vazire 
& Gosling, 2004). Accordingly, it could also apply to the arrangement and organisation of photo 
albums in a Facebook profile, in terms of how profile owners label their self-generated photo 
albums. 
 
Furthermore, as explained above due to the prevalence and importance of self only photos, they 
were further analysed (see 4.2.2.3.1), considering one main inclusion criterion; the photos in 
which the profile owners appeared alone as the main subject and their presence was central to 
the photograph selected. This type of photo is hereafter referred to as a self-portrait.  
 
Another important point is that time and context are very influential factors to capture valid 
personality cues (Roberts, Wood, & Caspi, 2008). Photos posted to a Facebook profile were 
probably taken over a period of time and in various contexts. By sampling several Facebook 
photos per participant and from different visual sections of a profile, it is expected to find new 
expressions of personality from the profiles. Therefore, the present study aims to collect a 
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representative sample of photos from each participant sourced from the four main visual sections 
of a Facebook profile.  
 
One primary goal of the study is to understand how personality characteristics influence photo 
themes and preferences, or whether objective observable themes can be accurately predicted by 
certain personality traits (cue validity). The second main goal is to develop a photo codebook to 
understand and categorize the main type of photos as users’ visual representation on Facebook. 
 
In summary, despite some attempts to find valid personality cues from the content of social 
media photos, to the author’s knowledge, there is no detailed classification of photos or an 
exhaustive photo codebook to explore this link. Accordingly, four questions are posed below, to 
be answered by employing a devised photo codebook: 
 
4.1.1 Research Questions  
 
1. What type of photos or themes are more popular and prevalent in the four visual sections 
of Facebook profiles, that is, profile picture, cover photo, tagged photos and other 
general albums? 
 
2. Does Facebook photo content provide valid personality cues (cue validity) and can it be 
predictive of the user’s personality? In other words, is there any relationship between the 
profile owner’s Big Five personality traits and the content of their uploaded Facebook 
photos or their preference for certain types of photos?  
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3. Is there any relationship between a profile owner’s Big Five personality traits and the 
characteristics of their uploaded self-portraits on Facebook including a) facial expression, 
b) eye gaze and postural expression and c) social distance?  
 
4.  Does the categorization of Facebook self-generated albums provide valid personality 
cues? Or can the categorization of Facebook self-generated albums be predictive of the 
user’s Big Five personality traits? 
 
4.2 Method 
 
4.2.1 Participants  
 
The sample was the same as for phase one f this study in Chapter 3 and consisted of 115 
participants taken from the body of undergraduate psychology students at the University of 
Wolverhampton (60%), receiving credit for participation. The rest were mainly undergraduate or 
postgraduate students from other disciplines that were informed about the study on campus or 
online, receiving no credit for participation. None of them was the researcher’s own Facebook 
friends. Participants consisted of 84 females and 31 males, who added the author’s research 
profile to their Facebook friend list and consented to their profile content being coded. 
Additionally, they answered personality and demographic questions in an online survey (see 
Appendix 1). The age of four participants was unreported both in the survey and on their 
Facebook profile (Age overall M=22.21 years, SD=.580 years). For males, the mean age was 
23.15 (SD=5.19 years) and for females, the mean age was 21.87 years (SD=6.52 years). 
4.2.2 Material 
For the second phase of Study One, the same materials were utilised (see 3.2.2 and 3.2.2.4). But 
to employ content analysis on Facebook photos, the photo codebook was developed extensively. 
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4.2.2.1 Measuring Quality of Personality-Relevant Information (Phase Two) 
In particular, the coding was inspired by the literature on the manifestations of personality traits 
in both physical (offline) and virtual (online) environments (e.g. Buffardi & Campbell, 2008; 
Ekman, 1999; Gosling et al., 2011; Graham, Sandy & Gosling, 2011; Hall & Pennington, 2013b; 
Krämer & Winter, 2008; Steele Jr et al., 2009; Stefanone et al., 2011; Waller et al., 2008). 
However, most of the codebook categories (study variables) were unique to this study and were 
produced during the process of codebook development (see 3.2.2.4).  
 
The final codebook for phase two of Study One consisted of six main categories and fifty 
subcategories (see Appendix 3). Every single category and subcategory had a clear and 
operational definition to eliminate the level of subjective interpretation and to make the coding 
procedure reliable and replicable. These codebook categories measured themes and 
characteristics of photos available on Facebook profiles. The focus was on the explicit messages 
that the photos were intended to convey. In addition, the organization/arrangement of self-
generated albums in the participants’ Facebook profile were coded. Descriptions of the 
codebook categories are presented below. The total number of photos coded under each main 
category is also stated in the following section. 
 
4.2.2.2 Photo Codebook Categories (Phase Two) 
 
4.2.2.2.1 Part A: Four Main Visual Sections of Profiles: General Photo Characteristics 
 
Participants’ photos were extracted from the four main visual sections of their profile. Each 
collection of the photos extracted were coded separately. The first 3 to 5 photos (i.e. minimum 3 
and maximum 5) from the profile picture album (n=522) and the first 3 to 5 photos from the 
cover photo album (n=265) were sourced. In addition, the first 3 to 10 photos (i.e. minimum 3 
and maximum 10) from the section of tagged photos (n=975) and the first 3 to 10 photos from 
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general photo albums (n=1033) were obtained in the order that they appeared on various albums 
on the profiles. More photos were sampled from tagged photos and general albums because 
these two sections contained a noticeably larger number of photos than profile photos and cover 
photos. Another reason for extracting more photos is that previous research has largely ignored 
the possible personality cues and differences in the types of photos uploaded to these two 
sections (see Appendix 3, Part A for the full coding description). 
 
The detailed coding protocol and further description of the subcategories are listed and explained 
in the following section. These nine variables measure general characteristics of Facebook 
photos. They were extracted from the four main visual spaces of Facebook profiles.  
4.2.2.3  Codebook Subcategories (Phase Two) 
The first subcategory, variable 1, self-portraits referred to any photo that contains an image of 
‘only’ the profile owner on their own, not engaging in any activity or showing specific interests. 
It can be a photo of the profile owner’s childhood as far as it is recognizable. As needed, the 
author determined this by referring to the photo description, comments or any text related to the 
photo. Variable 2, with others, referred to any photo with an image of the profile owner with 
other individual(s) when they were not engaging in interest or activity other than standing or 
sitting together and where the individuals were the main subject of the photos. 
 
Variable 3, others only, referred to any photo which contained an image of other individual(s) 
posing for the photo or just people on the street, visitors, etc. but not the profile owner. It could 
be a photo of a child that is not the profile owner (as far as recognizable or as can be determined 
by referring to the photo description or any text related to the photo). If the coder couldn’t 
determine whether the photo shows the profile owner or someone else, it was categorized as 
‘unable to determine’.  
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Variable 4 was Interests/activities. This type of photo showing the profile owner engaging in any 
activity (either alone or with others) or s/he is showing an interest. The photo should contain an 
image of the profile owner who is a) engaging in an activity from taking self-photos or selfies 
with the mobile/camera captured in the photo (e.g. in the mirror), drinking in a pub, to attending 
an event (gig, graduation), playing sports or playing instruments, or engaging in any other 
pursuits, etc. b) showing interests or possessions (e.g. holding a pet/a trophy).  C) The photo 
showed more of the background, and the context or the location of where the photo was taken 
was also coded under this category. D) photos of the profile owner from her/his childhood 
engaging in any activity or showing interests (as explained above) were coded under this 
category as well. To determine whether the photo was of the profile owner, the coder should 
read captions or comments if available. Otherwise it was allocated to others only. Again, if the 
coder could not determine whether the photo displayed was of the profile owner, was 
categorized as ‘unable to determine’. 
 
Variable 5, location only, contained indoor/outdoor places or places/buildings such as photos 
with no people and only an image of historical buildings, a bedroom, garden, or gig. Photos that 
contained a crowd of people, for example, passengers or visitors of a historical place, were 
coded under others only and not location only. Variable 6, objects only, was related to images 
that did not contain the profile owner or any person or animal, but only focused on an object, 
anything from an iPhone cover to a car. 
 
Variable 7, nature/animals only, referred to any photo that contained an image of scenery, nature 
(e.g. flowers, woods, sea) or animals (including pets), but no people. Variable 8, cartoon/ 
graphic, referred to any kind of cartoons or graphics where the subject or theme of the image 
was not the topic of interest. It could be an enhanced image that cannot be categorized as a 
normal digital photo, e.g. paintings, drawings, Internet memes. For this variable, the style of the 
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image was considered the including criteria and not the content of the image. For example, a 
graphic of the profile owner’s face was classified as cartoons/graphics and not self only. 
Variable 9 was unable to determine. It contained cases such as random shots, blurred or vague 
photos. Images that cannot be categorized in any of the above categories were coded under this 
category.  
 
4.2.2.3.1 Part B: Self-portrait Characteristics: Facial Expressions, Eye gaze/ Postural 
Expressions, and Social Distance 
 
For this section, the photos in which the profile owner appeared alone as the main subject and 
her/his presence was central to the photograph selected (see Appendix 3, Part B for the full 
coding description). This type of photo could be a selfie or any photos that showed only the 
profile owner. They were selected from self-portrait for further analysis. Therefore, three 
characteristics of self-portrait were examined. A) facial expressions including 1) smiling, (e.g. 
happy expression with or without teeth, with lip corners pulled up towards cheekbones and 
cheeks popped up), 2) no smile or serious/ neutral expressions (e.g. formal, passport or business-
type photos), 3) making a face; showing surprise (e.g. funny expressions), or making a face; in 
disgust or grimace (Ekman, Friesen, & Vallace 1971, 1982). B) postural expressions or eye gaze 
direction (i.e. looking at the camera or looking away), and c) social distance (i.e. distance from 
where the photo is taken and which defines what part of the subject’s body was framed in the 
photo, including intimate, close personal, close social, far personal, far social, public distance) 
(Kress & Van Leeuwen, 1996).  
 
Consequently, users’ self-portraits (n=492) were coded. The first 3 to 5 profile pictures of that 
nature were examined based on the order they appeared in the profile picture album. If the 
minimum 3 photos could not be sourced from the profile picture album, the coder sourced the 
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remaining number of targeted pictures from other albums in the order in which they appeared on 
the profile. After checking the content of all albums, if the minimum of 3 self-portraits were not 
achieved, then the profile was excluded from data collection for that variable.  
 
4.2.2.3.2 Part C: User-generated Photo Album Organization/ Naming  
 
To explore the relationship between personality traits and the way profile owners organize their 
uploaded photos in albums, the first 3-10 (i.e. minimum 3 and maximum 10 albums from each 
profile) self-generated albums were coded, excluding Facebook-generated albums (e.g. cover, 
timeline, mobile uploads, and application-generated albums). The coder counted the total 
number of albums from the sample (n=631) that fit into each of the three subcategories defined 
as a) self-description (Thematic): It can be any word, symbols or emoticons such as “<3”, “:)”, 
or “!!!”. The general places like school/university, seaside, and riverside were coded as self-
description as well. B) Date and/or location only: It is only date (letters/ digit) in any format or 
only location as a single word and c) untitled: It is the Facebook default, where the users have 
provided no name or description for their albums (see Appendix 3, Section C for the full coding 
description).  
 
4.2.3 Procedure (Phase Two) 
 
Part of the procedure for phase two is the same as phase one of the study (see 3.2.3). However, 
the process of coding in phase two involves a more complicated task that is explained below. 
The codebook was applied to each Facebook profile individually using the profile URL that 
participants were instructed to provide in the online questionnaire. After finishing data 
collection, once again, a preliminary examination of the data was conducted and the codebook 
categories were modified accordingly (see 4.2.2.3). In total, 3,918 Facebook photos and albums 
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were coded between December 2012 and February 2013 using the initial codebook. To raise the 
precision of coding and decrease the level of subjectivity in the interpretation of the content, the 
whole sample was coded for the second time between February and March 2013. 
 
As it was discussed, to ensure reliability and consistency in the coding procedure, modifications 
were made on the initial codebook. On the one hand, understanding and analysing images is an 
inherently difficult and ambiguous task, and this area is open to personal interpretation. On the 
other hand, the present study did not employ a qualitative approach and aimed to find 
personality-relevant cues from photo-related behaviours and certain photo theme preferences. 
Consequently, some codebook categories were revised before commencing the second stage of 
coding. In that stage, some subcategories were merged where appropriate (e.g. ‘possession’ ).  
 
4.2.3.1 Codebook Inter-Rater Reliability (Phase Two) 
 
A second peer researcher coded a random sub-sample of 15% to establish inter-coder reliability. 
Similar studies used a subset of 10% of their samples (Fullwood, Sheehan, & Nicholls, 2009). 
To assess inter-rater reliability, Cohen’s kappa statistics were utilised. All categories’ kappa 
scores were higher than a satisfactory score of .70 and were good to excellent, at a significance 
level of p <.001 (see Table 4). 
Cohen’s kappa statistics 
Table 4. Inter-rater Reliability Using Cohen’s Kappa (k) Coefficient on Main Categories 
 
Codebook Categories  Kappa Statistics             P 
Self-portrait Facial Expressions .808 .000 
Self-portraits Posed Vs.  Candid-like .799 .000 
Albums Organization .917 .000 
Profile Pictures  .826 .000 
Cover photos  .769 .000 
Tagged photos  .735 .000 
Other Photo Albums  .808 .000 
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Note. All coding was good to excellent, with a Cohen’s kappa (k) of .70 or above through tested 
categories as personality cues. 
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4.3 Results: Visual Manifestation of Personality  
 
To explore the link between Facebook users’ personality traits and their photo theme 
preferences, in total 631 albums and 3287 photos were coded from profile pictures (n=522), 
cover (n=265), tagged (n=975) and other general photo albums (n=1033). Some of the sampled 
photos may have been coded more than once but under mutually exclusive subcategories. For 
example, self-portraits (n=492) of participants were analysed further in terms of the facial 
expression and posture of the user. Accordingly, the percentage of each category was calculated 
as a function of the total number of photos coded for each participant. This method has been 
used in previous literature (e.g. Fullwood, Orchard, & Floyd, 2013). 
 
A series of multiple regressions were conducted using SPSS by considering the Big Five 
personality traits as predictors and photo/album characteristics as criteria. Stepwise (backward) 
regression is suggested to be used in exploratory analysis as a suitable method in exploring 
relationships between variables (Menard 1995), hence the selection of the method of analysis in 
this thesis. In backward method SPSS test the fit of the model after the elimination of each 
variable to ensure that the model still effectively fits the data and when no more variables can be 
eliminated from the model, the analysis has been completed. Furthermore, the backward method 
was chosen to test each individual trait contribution when the factors with the most explanatory 
power appeared last through elimination of weaker predictors, avoiding the suppressor effects of 
independent variables on each other (Field, 2012), that may happen when predictors are only 
significant when another predictor is held constant, for example, in the forward method. 
  
 This study considered the four main visual sections of Facebook profiles as different settings in 
which it is expected that different dimensions of the Big Five are afforded the chance to be 
expressed. The following sections will detail the results of the analysis based on these sections 
and subsections. 
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4.3.1 Manifestation of Personality in Profile Pictures  
 
The present findings show the majority of profile pictures depicted the profile owner (87.3%). In 
detail, the highest proportion of profile pictures showed the profile owner engaging in an 
activity/showing interest (36.9%), followed by self-portrait (33.3%) and with other (17%) 
photos.  
 
Regression analyses revealed that the level of Openness predicts a preference for either selecting 
a profile picture focusing on self or on activities/ interests. Users high in Openness had 
significantly more photos of themselves presenting their interests/activities (F (1,89)=7.935, 
p=.006), explaining 7.2% of the total variance, whereas low open users selected significantly 
more self-portrait photos (F (2,88)=4.325, p=.016), accounting for 6.9% of the variance. 
Although object only profile pictures compose a very small proportion of the sample (1.5%), 
Conscientiousness alone explained 6.2% of the total variance (F (1,89)=6.941, p=.010) in the 
model (see Table 5).  
 
Table 5. Coefficients Associated with Regression Model Predicting Profile Picture Themes 
 
 
 
 
Predicted Feature 
 
 
 
 
 
Predictor traits 
Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B SE B Beta 
 
p 
(sig) 
Adj. 
R² 
% 
Self-portrait Openness -1.467 .565 -.267 .011 6.9  
Interest/Activities Openness 1.436 .510 .286 .006 7.2  
Object only Conscientiousness .383 .145 .269 .010 6.2 
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4.3.2 Manifestation of Personality in Cover Photos 
 
In the sample, cover photos appear to be less popular and only about half of the profiles were 
considered for coding. Based on the codebook criteria the rest of the sampled profiles did not 
contain a minimum of 3 cover photos. Regarding the most common and popular themes, more 
than half of the cover photos (51.9%) portrayed the profile owner showing her/his interests or 
involved in an activity, and these were mainly photos of holidays and sightseeing. However, the 
other half of the cover photos mainly functioned as profile decoration, for example, famous 
fictional characters: cartoons/ graphics, (18.3%), natural scenery or animals: nature/animal only 
(7%) and object(s) only (5.4%). Although only 1.4% of the cover were self-portrait photos, 
Emotional Stability appeared to be the most significant predictor for this photo choice (F 
(1,50)=5.656, p=.021) and accounted for 8.4% of the variance. Therefore, participants who were 
more emotionally stable were more likely to include a photo of themselves for the cover photo 
(see Table 6). 
 
Table 6. Coefficients Associated with Regression Model Predicting Cover Themes 
 
 
 
 
 
Predicted Feature 
 
 
 
 
 
Predictor trait 
Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B SE B Beta 
 
p (sig) Adj. R² 
% 
Self-portrait Emotional Stability .197 083 .319 .021 8.4% 
       
 
4.3.3 Manifestation of Personality in Tag photos 
 
The common trend and the first most popular theme among tagged photos were photos of the 
profile owner with others doing activities, mainly socializing and partying: activities/interests 
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(64%) followed by tagged photos focusing on friendships or relationships and with other (e.g. 
dyadic photos) (16.9%). 
 
Although tagged photos are largely ‘other-generated content’ and in total 80.9% of the sampled 
photos are related to connecting with others and socializing (i.e. activities/interests (64%) and 
with other (16.9%)), the findings showed two associations in contrast with this popular trend. 
Disagreeable users had been tagged in more Cartoons/ Graphics (F (2,84)=4.860, p=.010) with 
(6.8%) as the third most popular theme and users high in Conscientiousness were tagged in more 
self-portrait (F (1,85)=5.220, p=.025) photos; however, only a small proportion of the sample 
was coded under this theme (2.3%) (see Table 7).  
 
Table 7. Coefficients Associated with Regression Model Predicting Tag Themes 
 
 
 
 
 
Predicted 
Features 
 
 
 
 
 
Predictor Traits 
Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B SE B Beta 
 
p 
(sig) 
Adj. 
R² 
% 
Self-portrait Conscientiousness .293 .128 .241 .025 4.7  
Cartoon/Graphs Agreeableness -.868 .312 -.290 .007 5.8 
 
4.3.4 Manifestation of Personality in General Photo Albums 
 
More photos from other general albums were analysed (i.e. excluding profile, cover and tagged 
photos), which is unique to this study. Generally, participants represented themselves in their 
albums with very diverse themes. Interests/activity, mainly from social settings, remained the 
biggest proportion of preferred self-presentation style (21.4%). Others only photos was the 
second most popular theme (20.3%), and Cartoons/Graphics was found to be the third most 
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popular theme (16.3%). Interestingly, a number of new associations between personality traits 
and photo themes were established from this section. 
 
In terms of cue validity, Agreeableness was found to be the sole predictor of preference for 
Interests/activity (F (1,91)=7.303, p=.008). Cartoons/Graphics as the most third popular theme 
was predicted by high Openness and low Agreeableness (F (3,89)=7.165, p<.001). The total 
model explained 16.7% of the variance in a number of uploaded Cartoons/Graphics, accounting 
for the biggest proportion of the variance among all prediction models. Introversion predicted a 
preference for Place only photos (F (2,90)=4.133, p=.045), whereas Extraversion predicted more 
With other photos (F (2,90)=3.237, p=.044). Low Conscientiousness was a predictor of 
uploading significantly more Nature, animal/pet only photos (F (1,91)=5.208, p=.025) (see 
Table 8).  
 
Table 8. Coefficients Associated with Regression Model Predicting General Photo Album 
Themes, Excluding Profile Pictures, Cover and Tagged Photos 
 
 
 
 
 
Predicted Feature 
 
 
 
 
 
Predictor Traits 
Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B SE B Beta 
 
p (sig) Adj. 
R² 
% 
 
With Other Extraversion .275 .131 .216 .038 4.6  
Interests/activities Agreeableness .128 .047 .273 .008 6.4  
Location only  Extraversion -.338 .166 -.208 .045 3.3  
Nature only Conscientiousness -.259 .114 -.233 .025 4.4  
Cartoons/Graphics Agreeableness -1.233 .381 -.316 .002 16.7 Openness 1.239 .380 .316 .002 
 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  160 
 
4.3.5 Manifestation of Personality in Self-portrait: Facial and Postural Expressions 
 
To study the relationship between personality traits and the characteristics of self-portraits on 
Facebook, three aspects of such photos were also examined: a) facial expression, b) postural 
expression and c) social distance. 
 
4.3.6 Facial Expression  
 
The level of Agreeableness was shown to be the best predictor of smiling in photos. Agreeable 
users had more self-portraits wearing an obvious Smiling expression (F (1,85)=8.904, p=.004), 
while Disagreeable users had more self-portraits with a Neutral or Serious facial expression (F 
(1,85)=6.738, p=.011). Low Conscientiousness predicted more self-portraits making a face, 
either funny/silly or disgusted (F (1,83)=6.206, p=.015) (see Table 9). 
 
Table 9. Coefficients Associated with Regression Model Predicting Facial Expression in Self-
Portraits 
 
 
 
 
 
Predicted 
Features 
 
 
 
 
 
Predictor Traits 
Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
  
B SE B Beta 
 
p 
(sig) 
Adj. 
R² % 
Smiling Agreeableness  
1.816 .609 .308 .004 8.4 
Serious Agreeableness  
-1.507 .581 -.271 .011 6.3 
Making a 
Face 
Conscientiousness -.789 .317 -264 .015 5.8 
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4.3.7 Postural Expressions 
 
The level of Openness predicted a preference for types of postural expression that is looking at 
the camera or looking away from the camera in self-portraits. High Openness predicted more 
Candid-like solo shots (F (1,85)=9.887, p=.002), whereas low Openness predicted more Posed 
or traditional photo style F (1,85)=9.251, p=.003) (see Table 10). 
 
Table 10. Coefficients Associated with Regression Model Predicting Posed vs Candid-like on 
Profile Picture 
 
 
 
 
 
Predicted 
Features 
 
 
 
 
 
Predictor 
Traits 
Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B SE B Beta 
 
p 
(sig) 
Adj. 
R² 
% 
Posed Self-
portrait 
Openness -1.734 .570 -.313 
 
.003 8.8 
 
 
Candid-like 
Self- portrait 
Openness 1.731 .551 .323 .002 9.4 
 
4.3.7.1 Social Distance 
 
The findings show no association between the Big Five traits and the social distance depicted in 
the tested Facebook self-portraits. 
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4.3.8 Manifestation of Personality in Album Organization 
 
The level of Agreeableness was found to influence the method of categorizing or naming photo 
albums on Facebook. High Agreeableness predicted having more albums with a self-description 
(e.g. an event description, place, time and use of emoticons) (F (2,69)=3.994, p=.023), whereas 
low Agreeableness predicted having a higher number of ‘untitled’ albums which is the Facebook 
default. Another trait contributing significantly to this model was Extraversion, with more 
‘untitled’ albums (F (3,68)=3.267, p=.026) (see Table 11).  
 
Table 11. Coefficients Associated with Regression Model Predicting Self-generated Album 
Organization 
 
 
 
 
Predicted 
Features 
 
 
 
 
 
Predictor 
Traits 
Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B SE B Beta 
 
p 
(sig) 
Adj. 
R² 
% 
Self-
description 
Agreeableness 1.442 .544 .320 .010 7.8 
Untitled Extraversion .020 .009 .259 .035 8.7 Agreeableness -.027 .013 -.247 .044 
 
4.4 Discussion 
 
The findings show how Facebook users with different personalities express life preferences and 
priorities via the self-selected photos they upload to their profiles. Facebook photos echo the most 
salient experiences of the profile owner’s life and/or how they want to be seen by others. This 
study found new valid cues and suggests personality traits as influential determinants for specific 
forms of visual self-presentation on Facebook. The findings suggest that the photos people post 
on social media can convey their main personality dimensions. The majority of the findings are in 
line with Stopfer et al. (2013) who conducted an extensive study on capturing personality cues 
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and impression formations of users from two popular German social networks: SchuelerVZ and 
StudiVZ. These two social platforms have similar structures to Facebook. The following 
subsections will further discuss the results of the analysis based on each trait. 
 
4.4.1 Capturing Extraversion from Photo Themes 
 
Previous findings suggest that through Facebook, Extraverts can fulfil their need for high 
stimulation and their need to be in unlimited contact with others online. In particular, Study One 
showed that Extraverts have considerably more Facebook friends, upload more pictures in total 
and frequently select new photos for their profile cover, suggesting that they gratify their self-
presentation and communication needs through intensive interaction and online visual presence.  
 
This second study revealed that the sociable and outgoing temperament of Extraverts is well 
demonstrated through their preference to upload more with other and/or dyadic photos, 
consistent with Gosling et al. (2011). Experimental research on individual differences and 
activity preferences in every life showed that the pattern of activity preferences of Extraverts is 
significantly and meaningfully different from Introverts (Chamorro-Premuzic, von Stumm, & 
Furnham, 2011; Furnham, 1981). Similarly, present findings showed that the reserved, 
withdrawn and unsociable temperament of introverted users is manifested in their preference to 
upload significantly more places/locations only photos in which they do not have a visual 
presence. 
 
Based on person situation-fit theory (Diener, Larsen, & Emmons, 1984), one’s characteristics 
impact one’s choice of locations and activities. The present findings provide evidence to show 
the association between personality and choice of situations, with Introverts having a tendency to 
upload photos of locations and places especially indoor locations such as bedroom, kitchen, and 
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home garden, which are the environments where they prefer to spend time rather than outdoors 
or in social situations. In addition, as less expressive and reserved individuals they are reluctant 
to take a photo of themselves or could be shy to appear in photos because they tend to be 
disposed to reveal little about themselves. A person will feel more positive if there is congruence 
between her/his personality and situation (Diener et al., 1984). This effect is shown in the visual 
expression of an Introvert Facebook user, which mirrors choices of quiet and minimally 
stimulating situations contrary to an Extravert.  
 
Furthermore, the present findings are in agreement with, Cristani and colleagues (2013) that 
employed ‘big data’ via the Psychoflickr dataset. They used the short version of the Big Five 
personality traits (TIPI) and found a link between the level of Extraversion and photo 
preferences through automatic analysis of 60,000 ‘favourite’ photos on Flickr. They found 
Extraverted Flickr users ‘favourite’ significantly more photos of people (80%) in comparison to 
Introverts, for whom only ‘17%’ of their tagged photos contained people and the rest were of 
locations or nature (Cristani et al., 2013).  
 
In terms of photo albums, results showed that Extraverts tend to leave their newly created 
albums untitled instead of categorizing them by some descriptions. This may reflect Extraverts’ 
impulsive and sensation-seeking nature (Whiteside & Lynam, 2001). Besides it could be that 
highly Extravert individuals, value social interaction and perceive it as very rewarding. Thus 
they may feel the need to share and publish their photos quickly. Additionally, following the 
results from Study One, as they are extensive photo uploaders it seems giving titles to albums 
would be a lot more time-consuming for them, and they may not be willing to invest time in 
organizing photos.  
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4.4.2 Capturing Agreeableness from Photo Themes 
 
As expected from a social trait, Agreeableness predicted a preference for sharing photos of 
socializing in photo albums, in which Agreeable users portray themselves doing activities and 
showing interests, mainly hanging out with others.  Also in line with (Naumann et al., 2009), the 
current findings show highly Agreeable users frequently make the most influential impression of 
likeability and warmth by wearing a smile in most of their self-portraits. Instead, users with low 
Agreeableness show a serious or neutral facial expression in their uploaded self-portraits.  
 
Study One found that Agreeable Facebook users receive more ‘likes’ and ‘comments’ on their 
profile pictures. It was explained as a positive reciprocal behaviour that has its roots in the 
anchored offline relationships such users maintain online, referring to the theory of reciprocity 
(Falk & Fischbacher, 2006). The present findings provide more support to the hypothesis that it 
is probable that likable people receive more ‘likes’ and ‘comments’ on their photos. For 
example, research on the personality of bloggers showed that as highly Agreeable users are 
sensitive to the behaviour of others and they desire to be liked, they are motivated by ‘selective 
disclosure’, which is an impression management strategy (Fullwood et al., 2015). 
 
Further results show that highly Agreeable users give titles to their new photo albums in a more 
expressive manner by describing the content and often adding happy emoticons,  rather than 
using date and/or location only, or leaving the album as the Facebook default of untitled (e.g. 
“lovely holiday with my besties <3”). Happy expressions imply the motivational state of being 
approachable, which increases positive social interaction. Furthermore, High Agreeableness is 
linked to interpersonal skills for promoting social interactions (Lopes et al., 2004). Very 
recently, Wall et al. (2016) also found a positive association between Agreeableness and self-
reported emoticon usage to express positive emotions on Facebook. 
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This could also support why they express more positive affects even in the structure of their 
photo albums to look more appealing by using positive words such as ‘besties’, ‘lovely’, ’best 
time’, or positive emoticons such as a smiley face or heart, to show closeness towards those 
involved in the shared experiences. Emoticon usage can also strengthen friendship and enhances 
relationship development with others (Kaye et al., 2016). Accordingly, it is suggested that highly 
Agreeable users even take album organization as an opportunity for relationship maintenance, 
which supports the Rich-get-Richer hypothesis (Zywica & Danowski, 2008) as well.  
 
On the other side of the spectrum, Disagreeableness predicted more untitled photo albums and 
blank or neutral face in self-portraits contrasting with the prevalent smiling expressions in 
photos. In addition, their preference for cartoons/ graphics (e.g. ‘Internet memes’), not only in 
general photo albums but also among tagged photos, exhibits characteristics of an unsociable 
trait with a tendency to indirect self-presentations. Compared to direct self-presentation which is 
more real and specific, indirect self-presentation strategies are more abstract, vague and 
‘associationistic’ representations. For example, people tend to use the pronoun ‘‘we” to associate 
themselves with successful others, but use ‘‘they” or other as dissociative strategies to signal 
weak connections with unsuccessful others (Pratkanis, 2007 cited in Carter & Sanna, 2008). 
 
Additionally, as argumentative and fault-finding characters (John et al., 2008), Disagreeable 
users may share more cartoons and graphic content as a means to show aversion towards certain 
topics, for example, they might be interested in topics with negative connotations such as taboo, 
political and anti-religious cartoons. Research also provides evidence that Disagreeable 
Facebook users are more likely to engage in online badmouthing behaviours (Stoughton, 
Thompson, & Meade, 2013). Future research may further investigate the content of shared and 
tagged cartoons to see to what extent disagreeable people tend to share taboo topics or engage in 
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badmouthing. Likewise, it seems friends of disagreeable users associate them with more 
cartoons/ graphics. However, it is a rare theme for tagged photos. Tagged photos as other-
generated content provide valuable information about user characteristics. Particularly, such 
information from communal orientation not only has strong effects on inferring one’s 
personality, social attractiveness and popularity but also qualifies the effects of self-generated 
content such as posted photos and shared items (Utz, 2010; Walther et al., 2008).  
 
4.4.3 Capturing Conscientiousness from Photo Themes 
 
The present findings reveal that Conscientiousness can be linked to a preference for selecting 
object only profile pictures. However, this result should be treated with caution because object 
only photos are the least popular type of profile picture on Facebook and only a small proportion 
of the sampled profile pictures contained this theme.  
 
Conscientiousness is characterized by self-control, accountability, organization and orderliness 
(McCrae & Costa, 1997; John & Srivastava, 1999). The results of Study One showed that highly 
Conscientious people tend to use Facebook more purposefully, for example, as a platform for 
storing and organizing their photos. In a study by Seidman (2013) highly Conscientious 
Facebook users reported that they are thoughtful about their posts which indicate cautious online 
self-presentation. In addition, she found the negative correlation between high conscientiousness 
and posting photographs. 
 
 In a study by Moore and McElroy (2012), highly Conscientious users also reported more regret 
over inappropriate Facebook posts than low scorers. Stopfer et al., (2013) showed the level of 
conscientiousness of a profile owner could be determined from the types of online groups they 
have joined, that is, highly Conscientious profile owners had a greater number of academic 
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groups, as opposed to low Conscientious users, who joined more ‘fun’ groups. Having a profile 
picture other than a photo of oneself, on the one hand may point to a higher need for privacy and 
being more cautious (Junglas, Johnson, & Spitzmüller, 2008) or being reluctant to self-disclose 
(because a profile photo is public and searchable not only on Facebook but over the Internet). On 
the other hand, it may suggest an indirect self-presentation strategy by which the profile owner 
associates herself with an object (e.g. a car, a trophy, graduation certificate, etc.) to convey a 
certain message, for example showing power or social status by possession of that object. Thus, 
such strategic indirect self-presentation (Pratkanis, 2007, cited in Carter & Sanna, 2008) seems 
to demonstrate one’s affinity, possession or achievement.  
 
In a study on the role of personality in predicting bloggers motivations by Fullwood and 
colleagues (2015) Conscientiousness was associated with social networking in blogging arena. 
They suggested that Conscientious online users may not take social media, like Facebook 
seriously or value them as an effective arena for social relationships, but they prefer blogging 
instead. Because, for them, one-to-many method of communications may seem a ‘lazy’ approach 
to maintaining connections rather than having a purposeful and controlled method of 
communications (Fullwood et al., 2015). Therefore, this could be another possible explanation 
for the present findings as well. 
 
Another visual cue of high Conscientiousness was found to be a tendency to have more self-
portrait tagged photos, although over 80% of the sampled tagged photos were pictures from 
interests/activities, which were mainly from social contexts, including people and/or doing fun 
activities with others. Previous investigations from the same sample found that ‘need for order’ 
in highly Conscientious users manifests in the construction of their profiles by creating more 
photo albums, suggesting that they use Facebook as a platform for documenting and organizing 
their photos and videos online. Despite the fact that tagged items are primarily ‘other-generated 
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content’, there are three likely explanations for having significantly more self-portrait tagged 
photos. A) self-tagging as a means for organizing and maintaining personal documents .B) It can 
be indicative of the social loneliness of highly Conscientious people, and c) controlling self-
presentation, e.g. monitoring or untagging photos which they may find face-threatening or 
simply less professional and keeping the photos they find more appropriate. 
 
Highly Conscientious users may particularly need to have control over the inferences from 
photos in social settings. Because such environments may be perceived as inappropriate by 
potential romantic partners or employers. It suggests impression management to look disciplined 
and professional. Research showed the negative correlation of Conscientiousness with 
‘acceptance-seeking’ behaviour on Facebook (Seidman, 2013) which may further explain the 
findings above regarding high Conscientious uploaders.  
 
Further results of this study show the role of Unconscientiousness in sharing more funny self-
portraits, which may point to a temperament less motivated towards impulse control (Costa & 
McCrae, 1988) as well as exhibiting low conformity values . This is consistent with Stopfer et al. 
(2013) who found that highly Conscientious users have a tendency to have pictures in an 
academic context, while low Conscientious users uploaded more rebellious pictures.   
 
Further results showed that low Conscientiousness is a predictor of uploading significantly more 
nature, animal or pet photos. Given person situation-fit theory (Diener et al., 1984), one’s 
characteristics influence choices of certain situations. Individuals pursue situations and 
environment that fit their personality and emotions. For example, more conscientious individuals 
reported higher levels of feeling driven to work (Burke, Matthiesen, & Pallesen, 2006). 
Therefore, they are more often busy with work-related tasks and may spend more time in their 
workplace. Therefore, it is not surprising that such individuals have more photos in formal 
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settings. Additionally, their need for order determines their choice of typical locations. 
Personality cue validity confirmed that highly Conscientious users upload more pictures from 
academic contexts (Stopfer et al., 2013).  
 
Conversely, from the present results, having significantly more scenery, photos of pets and more 
comical self-portraits indicates the disposition of low Conscientious users, who are more 
laidback and relaxed. Previously, similar findings were evidenced in personality judgment 
research. For instance, observers rated the content of low Conscientious users’ profiles funnier 
and more creative, in contrast with the more realistic profiles of highly Conscientious users 
(Stopfer et al., 2013). Seidman (2013) showed being low on Conscientiousness is the best 
predictor of self-presentation-related behaviours and motivations in which users tend to expand 
their online networks. Having a funny visual self-presentation, for example by making a face in 
photos, can point to the tendency of Unconscientious users to seek popularity and demonstrate 
their ability to use humour as an indicator of a trait which is associated with hedonism or 
pleasure-seeking and stimulation value (Parks-Leduc, Feldman, & Bardi, 2015).  
 
4.4.4 Capturing Emotional Stability from Photo Themes 
 
Scrutinizing themes of cover photos to capture users’ personality is unique to this study. The 
cover is a recent visual feature on Facebook profiles that was launched in 2012. One main 
function or application of cover photos is to provide an opportunity for individuals and 
organizations to have more visual space to tell their unique story by uploading distinctive photos 
(Facebook newsroom 2012). The Facebook help page suggests uploading a unique cover can 
make real profiles distinguishable from fake ones (Facebook help, 2013).  
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In terms of visual cues of personality, the findings showed Emotionally Stable Facebook users 
tend to select a self-portrait as the cover, which makes their profile stand out more. As 
Emotionally stable people are self-confident and content individuals (John & Sirivastava, 1999), 
this photo choice may indicate they are not self-conscious about others’ judgment of their 
appearance or that their photo preference will look Narcissistic for instance. The location of a 
photo is also important because, after profile pictures, cover photos seem to have the most 
visibility and accessibility on a Facebook profile. Although in this study neither Narcissism nor 
the traits interactions effect have been measured, some personality studies evidenced that overt 
or grandiose Narcissism is an interaction between high Extraversion, low Neuroticism and 
Agreeableness (Miller et al., 2010; Miller & Campbell, 2008). Furthermore, since only 1.4% of 
the sampled cover photos contained this theme, the result should be treated with caution.  
 
From the same sample, Extraverts and Neurotics were found to be extensive photo uploaders 
(see 3.4.1.1 and 3.4.1.2). However, in terms of photo themes, no valid personality cues were 
found to indicate Neuroticism. This is not surprising and is in agreement with the literature. 
Previous literature found Neuroticism to be the least desirable trait, which can be concealed 
more easily especially in online communications. Online communicators have more control over 
their self-presentation and more time to adjust or avoid sharing any unwanted details (Bargh et 
al., 2002).  
 
On the other hand, social anxiety and self-uncertainty may lead to blending in at the cost of 
losing oneself (Orr, 2013). It is not always the presence of information that provides clues to 
one’s personality, but absence of personal information and/or photos of self in a profile can be a 
diagnostic sign of Neuroticism (Funder, 1999; Graham, Sandy, & Gosling, 2011; Hall & 
Pennington, 2013; Stopfer et al., 2013). Especially, when providing such information is so 
prevalent and central to social networks (Hall & Pennington, 2013; Stopfer et al., 2013). 
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4.4.5 Capturing Openness from Photo Themes 
 
Openness is associated with the depth and breadth of one’s life experiences (Costa & McCrae, 
1992). Open individuals favour cultural participation, and they are more likely to engage in 
outdoor and exciting recreational activities by which they gratify their need for pursuing new 
experiences (Kraaykamp & Eijck, 2005). The findings supported these preferences in the profile 
picture themes. The level of Openness is predictive of the main two dominant themes of profile 
pictures on Facebook. It predicted a preference for selecting a profile picture focusing either on 
self or on activities and life preferences.  
 
 High scorers on Openness were more expressive on Facebook, and they disclosed their life 
preferences and variety of activities they do in their profile pictures. Conversely, being closed to 
new experience is demonstrated in a more conventional style of profile pictures, that is, self-
portraits as the traditional type of self-photos. These findings are in line with previous studies 
that showed highly Open users reported that they post about a variety of personal topics, 
disclosing information with more breadth and depth (Hollenbaugh & Ferris, 2014) as well as 
providing more personal information on their Facebook profile. As another example, it was 
found that they have a more complete list of their interests and hobbies on their profile, 
including lists of books, music, and more expressions of beliefs (Amichai-Hamburger & 
Vinitzky, 2010; Ross et al., 2009). 
 
In terms of postural expressions of personality, and consistent with previous literature on the 
behavioural residue of Openness in both offline and online environments (Naumann et al., 
2009), the level of Openness indicates a user’s preference for a posed picture or a candid-like 
shot which is more creative, artistic and unusual. Laboratory experiments in which researchers 
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asked participants to pose in front of a camera showed that high Open profile owners have a 
preference for photos in which they look away from the camera (Naumann et al., 2009) or strike 
a unique posture (Stopfer et al., 2013). Interestingly, from the other pole on this trait, the current 
findings show low Openness users favour more conventional posed shots, similar to yearbook 
photos or ID photos. 
 
Furthermore, highly Open users uploaded significantly more paintings, drawings or 
cartoons/graphics to various general albums in their profile, exhibiting another aspect of their 
personality that they are higher in need for uniqueness (Dollinger, 2003). By disposition, 
Openness is associated with having an appreciation for the arts and imaginative activities 
(McCrae & Costa, 1997; John & Srivastava, 1999). Therefore, findings from analysing the 
content of their self-selected photos on Facebook albums represents these qualities as well. 
 
 
  
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  174 
 
4.5 Strengths and Limitations 
 
An important contribution of this study is that different personality cues can be captured from 
different visual sections of Facebook profiles. This study suggests that instead of relying on one 
visual section, such as profile picture or tagged photos, studying the general albums of a user’s 
profile can capture novel and diverse personality cues.  
 
This study tried to include the most objective characteristics of photos to increase validity and 
reliability of the codebook. Accordingly, inter-coder reliability has been established from a 
second coding attempt of a sub-sample that measured to be good to excellent (see 4.2.3.1). The 
author acknowledges that there could be some levels of reflexivity presented in the coding 
process (see 5.4.1) and does not claim that the devised codebook has covered all possible themes 
and types of shared photos. 
 
 It is acknowledged that over 85% of the sample was undergraduate and university students. 
Thus, although college-age students are the main users of social media and Facebook, the pattern 
of their uses and their photo preferences could be different from other users (Pempek et al., 
2009; Ridout et al., 2012). For example, research showed that younger users extensively engage 
in self-presentation and self-disclosure on social media as a part of their identity formation. 
Therefore, it is possible to generalize these findings; nevertheless, future research may be 
conducted using a sample with more diverse demographic characteristics.   
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4.6 Conclusions  
 
This study confirms that there is a relationship between the profile owner’s Big Five personality 
traits and the content of Facebook photos. Accordingly, it is possible to capture personality-
relevant information or valid personality cues via themes of photos and examining the quality of 
available visual self-presentation. For a summary of the findings, see Table 12. 
 
This study confirms that certain types of photos or photo themes are more popular and common 
in one visual section but not the other. For example, a self-portrait for profile pictures, 
nature/animal for cover photo, social interest/activities in tagged photos. This study suggests 
that the four main visual sections of Facebook profile act as different spaces for self-presentation 
and expression of personality traits. For example, the level of Openness can be predicted from 
profile pictures, the level of Extraversion from photo albums and the level of Agreeableness 
from tagged photos and general albums. Therefore, the location of uploaded photos is important. 
Profile pictures are central photos representing the user’s identity online, while cover photos act 
as complementary to one’s identity claims. Cover photo content is also more general and less 
revealing of personality. Tagged photos are usually other-generated content and act as 
photographic proof of one’s social life and relationships with others. 
 
More personality cues were found from general or self-generated photo albums. There could be 
several reasons explaining the findings. It seems each visual section has its own social norms. 
Users are particularly selective about their profile pictures being in line with the visual norms, 
trends, and social desirability of their online networks (Siibak, 2009). In contrast, photos 
uploaded into general albums usually have less visibility and get less attention than profile 
pictures, cover photos or tagged photos. They could contain more personality-relevant cues and 
provide more quality information regarding one’s patterns of behaviours or preferences; 
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however, the general albums mostly act as a collection of pictures. For example, this study found 
an association between Introversion and having significantly more place only photos posted in 
general self-generated albums, which is not the case for the other three visual spaces of a 
Facebook profile (i.e. profile picture, cover and tagged photos).  
 
In terms of finding valid personality cues from the categorization and arrangement of Facebook 
albums (the way users name their Facebook albums), this study shows that there are personality 
differences between users who leave a photo album as default and those who choose a 
descriptive name. For example, in contrast to Disagreeable users, highly Agreeable users even 
tend to take album naming as an opportunity for expressing positive emotions (e.g. by using 
smiley emoticons). The findings are in agreement with what research has documented on 
residual behaviour in one’s physical environment, such as personality-revealing cues from 
offices and bedrooms (Gosling et al. 2002), as well as customized online settings such as 
personal web pages (S Vazire & Gosling, 2004), Facebook profiles (Back et al., 2010), and blogs 
(Gill et al., 2009). 
 
In summary, the findings suggest that Extraverts’ photo sharing mainly acts as public 
expressions of connection with others, where they feel the need to maintain a frequent visual 
presence online. On the other hand, Introverts prefer to have minimal visual presence and prefer 
to upload photos from locations without people and not in social settings. Agreeable photo 
sharing mainly indicates being friendly, and approachable while Disagreeable photo sharing 
mainly indicates being unsociable with indirect self-presentation style. Open photo sharing 
mainly indicates uniqueness and communicating life preferences more extensively whereas, 
those users who are closed to new experiences follow a more conventional or normative style of 
photo sharing that is therefore not very self-disclosive. Conscientious photo sharing mainly 
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indicates being organized, task orientated, and less self-expressive opposite to Unconscientious 
style that includes some overt self-expression.  
 
Finally, regarding Neuroticism, although Study One showed that this trait is a predictor of 
extensive photo uploading, examining photo themes did not provide certain valid personality 
cues. It seems they self-disclose, but with less depth and breadth. Since visual identity claims 
and behavioural residue in uploaded photos can be revealing of the users’ short-term and long-
term goals to gain a deeper insight on photo-related activities, the next study will explore the 
motivations behind photo sharing on Facebook, using qualitative methods of data gathering and 
data analysis. 
 
Furthermore, research suggests that both personality and motivations are leading factors to shape 
behaviours. In other words, personality needs go along with motivational needs to drive actions. 
Merely focusing on behaviours could be one reason for some mixed findings on the role of 
personality in determining Facebook behaviour (Seidman, 2013). Therefore, to better understand 
the role of personality from photo uploading behaviours, possible hidden motivations of the 
uploaders should be studied a topic that the next study is focused on. 
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Table 12. A Summary List of Predictors and Photo Themes and Features 
Predictors Predicted Theme/ Photo-related Behaviour 
Extraversion 
With other in Photo Albums (+) 
Place only  in Photo Albums(-) 
Album Organization: Untitled (+) 
Agreeableness 
 
Facial Expression: Smiling (+) 
Interest/Activity in Photo Albums (+) 
Album Organization: Self-Description (+) 
Date/Location Photo Album (-) 
Serious/ Neutral (Facial Expression) (-) 
Cartoons/Graph in Photo Albums(-) 
Cartoons/Graph in Tagged Photo(-) 
 
Emotional Stability 
 
 
Self-portrait in Cover photos (+) 
 
 
Conscientiousness 
Object Only in Profile Pictures (+) 
Self-portrait in Tagged photos (+) 
Nature/Animal in photo albums (-) 
Facial Expression: Making Face (-) 
Openness 
 
Postural Expressions: Candid-like Self-portrait (+) 
Interests/activities in Profile Pictures (+) 
Cartoons/Graph in Photo Albums (+) 
Self-portrait in Profile Pictures (-) 
Postural Expressions: Posed Self-portrait (-) 
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5 CHAPTER 5: MOTIVATIONS FOR PHOTO SHARING ON 
SOCIAL MEDIA: A QUALITATIVE THEMATIC ANALYSIS 
(STUDY TWO) 
5.1 Introduction 
 
Through the ubiquity of camera phones and digital cameras, nowadays taking photos has 
become an endless practice for many people, not only when they like something or find it 
worthwhile remembering (such as special occasions and life milestones), but also many people 
tend to document what they do and where they go on a daily basis. Others only take photos when 
they have to, for example for ID photos. The important point is that the act of taking photos and 
keeping them in family albums or storing them in a personal computer is obviously different 
from the act of sharing them on social media with a wide range of audiences, a variety of 
features and actual positive or negative consequences in everyday life. There should be specific 
reasons behind the decision of sharing photos on social media. However, to the author’s 
knowledge, no psychological studies have been carried out on its motivational factors.  
 
Previous studies mainly focused on the reason behind the general uses of Facebook, and they 
have considered Facebook as a homogenous environment. They mainly investigated on users’ 
incentives and the uses and gratifications for joining the platform, or general engagement with 
the site in terms of how frequently users log in or how much time they spend on the platform as 
a measure of ‘use’ (Smock et al., 2011). Nonetheless, Facebook offers a toolkit of features from 
private messaging services to creating photo albums. Thus, users are able to perform specific 
actions and generate particular content such as posting photos or videos or sharing photos of 
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others in order to meet certain needs and desires (see 2.1.2 and 2.1.3). For example, by 
employing the uses and gratifications perspective, Smock et al. (2011) identified different 
motivations for the uses of different Facebook features, which were found to be dissimilar to the 
general uses of the site. They suggested the need to study various services of such platforms 
separately to gain a better understanding of the motives of different users (see 2.1.3) for 
preferring one feature to the others (Seidman, 2013) and in order to gain specific media use 
gratification. A full discussion of the literature around the motivations for the general use as well 
as the specific feature use on Facebook are covered in the literature review chapter (see 2.1.2- 
2.1.5). 
 
Given the uses and gratifications framework, social and psychological factors influence not only 
what one searches for and obtains from a medium consumption, but also what type of content 
users generate and why (Chen, 2011; Cheung et al., 2011; Smock et al., 2011).  It is apparent 
that the same behaviour can stem from diverse motivations, irrespective of the origin of 
motivations. For example, following the findings from the previous chapters, both 
Agreeableness and Openness predict posting more cartoons/graphics into Facebook general 
photo albums. Sharing cartoons (e.g. Internet memes) are a new trend and one of the popular 
types of online photos; however, it was shown that such preferences can be indicative of high 
Openness and/or low Agreeableness. Some possible reasons behind different photo selection 
styles and the role of the Big Five were explained in the previous chapters. Such similar photo 
sharing preferences can stem from diverse motivations. Because users with different 
psychological needs seek different gratifications from different features of their Facebook 
profile.  
 
Based on the uses and gratifications theory, it is expected that social media users are purposeful 
in photo sharing; for instance, they can be motivated to show who they are and what they value 
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in their life (i.e. representing a real self). They can also be motivated to share their photos to 
leave the desired impression on their viewers (i.e. representing an ideal self). 
 
As an example, it is known that there is a greater degree of flexibility permitted to online 
individuals in how they present the self and even control what others post about them. For 
example, all users can untag unflattering photos that their friends tagged their names on them. 
Furthermore, a number of recent studies confirmed the central role of photo selection in online 
self-presentation and identity impression management (Ivcevic & Ambady, 2012; Pempek et al., 
2009; Siibak, 2009). Therefore, one probable strong motivation that individuals may have for 
uploading photos would be to manage the impressions of others or self-promotion in the context 
of online interactions. However, self-presentation and impression management is unlikely to be 
the only factor influencing photo sharing.  
 
Applying the uses and gratifications framework, motivational studies found maintaining 
friendships as one of the main motives for Facebook use (e.g. Tosun, 2012; Smock et al., 2011). 
Furthermore, considering the social function of photo sharing on social media as a way to satisfy 
interpersonal communication needs and motivations (e.g. Joinson, 2008), maintaining offline 
relationships could be another key motive for photo-related activities. In addition, more 
mundane motives evident in traditional media usage (e.g. television, newspaper) including 
passing time, entertainment, and relieving boredom could be other possible motivations for 
engaging in photo sharing on social media as well. Accordingly, the present study aims to 
employ the uses and gratification model with a qualitative approach to investigate what drives 
social media users to post their photos and share them for goal attainment, and further explore 
whether photo-sharing motivations differ from motivations for general use of social media. 
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One of the commonest qualitative data collection methods is running a focus group 
(Balakrishnan & Shamim, 2013; Hennink, 2007; Howitt & Cramer, 2008; Nezlek & Leary, 
2002; Smithson, 2000). In a focus group, people with similar backgrounds and/or experiences 
discuss a topic of interest to the research undertaking. The discussion will normally be guided 
and moderated by the principal investigator (Smithson, 2000). The researcher should try to 
maintain a permissive environment for all the participants to voice their opinions. In addition, 
the main advantage of the focus group over individual interviews is its dynamic quality, which 
can lead to generating new ideas and better understanding particularly of new research topics 
(Howitt & Cramer, 2007). Smithson (2000) argued that some topics could be unsuitable for 
focus group research and some viewpoints are unlikely to emerge in a group discussion context, 
such as complex or sensitive topics. Nevertheless, considering the popularity of topics around 
social media, employing focus group discussions seemed to be one of the most suitable 
methodologies for the present research. Furthermore, simply looking at the surface content will 
not provide a complete picture of why users engage in photo sharing in different ways. The 
present study employs a qualitative approach by running a series of focus groups, because, 
through qualitative methodologies ‘rich and detailed data’ can be collected  (Howitt & Cramer, 
2007). Therefore, it aims to explore possible photo-sharing motivations in social media by 
recruiting a sample of users.  
5.2 Method 
 
5.2.1 Approach  
 
This study is underpinned by a post-positivist epistemology. The author’s research approach is 
addressed earlier in the introduction Chapter one (see 1.4). Ritchie et al., (2013) explained that a 
qualitative researcher should recognise that there is no absolute and/or accepted way of 
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conducting qualitative research. This is because a researcher’s approach depends on various 
factors such as beliefs about the nature of the social world and what can be known about it (i.e. 
ontology), the nature of knowledge and how it can be gained and developed (i.e. epistemology), 
as well as more specific factors such as research objectives, the characteristics of its participants, 
the audience of the research, and the position and environment of a researcher. It is important to 
consider how the interaction of these factors can lead to distinctive approaches to qualitative 
research. Furthermore, there is general agreement that the quality of research can and should be 
ensured in qualitative research, and a good understanding of the factors mentioned above can 
encourage and contribute to better research practice. 
 
5.2.2 Participants  
 
Employing the targeted sampling method, 10 females and 7 males (n=17) were recruited. They 
were 11 undergraduate psychology students, (who received 1 participation credit), 4 PhD 
students from other disciplines and 2 members of staff from the University of Wolverhampton 
(see Table 13). The only inclusion criterion was that participants had to hold at least one active 
social media account for minimum three months prior to their participation. They all defined 
themselves as active social media users, mainly on Facebook, and some of them reported using 
other social platforms such as Instagram and Twitter. The participants had an age range of 19 to 
48 (M=27.44 years; SD=9.40); one male participant did not report his age. 
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Table 13. Focus Group Composition including the Participants’ 
Pseudonym, Gender and the Number of the Focus Group They Attended 
Pseudonyms Gender Focus Groups 
 
TT 
SS 
 
Male 
Female FG1 
LL Female 
SHSH Female 
EE Female 
FG2 
OJ Male 
AmAm Female 
JrJr Female 
MSH 
EEE 
Female 
Female 
ASH Male 
FG3 CC Male 
SHASHA Female 
JJ Male 
FG4 
MM Male 
FF Male 
AA Female 
 
5.2.3 Procedure and Materials 
 
In the present study, a qualitative approach was used to explore motivations for photo sharing on 
social media in depth. Therefore, a series of four focus group discussions were conducted during 
October and December 2014 at the University of Wolverhampton. This study gained ethical 
approval from the University of Wolverhampton, School of Health Ethics Committee. 
 
The participants were given a copy of information sheet (see Appendix 4), and a copy of the 
consent form each (see Appendix 5) to be signed before the discussion and recording start. In 
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addition, participants received the topic guide (see Appendix 6) which contained a list of sample 
topics and questions to be covered. At the beginning of each session, as well as in the provided 
topic guide, participants were assured that their data would be treated with the strictest 
confidentiality and that no names would be disclosed to ensure anonymity. Focus group 
discussions seemed to be one of the most appropriate methods of data collection since this 
research is interested in exploring intentions for group behaviour and social interactions rather 
than users’ individual opinions (Hennink, 2007); nonetheless, such social behaviours happen in 
online settings. Focus group discussions facilitate disclosures and discussions. As qualitative 
research is exploratory, this method can guide future research in the follow-up study in this 
thesis. In addition, these focus groups were conducted to generate ideas but, more importantly, 
as a preliminary method and prior to a survey study and scale development in the next chapter. 
 
In her handbook on conducting focus groups in social science, Hennink (2007) suggests a list of 
idle moderator’s characteristics which includes being an active listener, being non-judgemental, 
and having the ability to create and manage a group dynamic. The author tried to learn and 
improve such skills prior to conducting the focus group discussions, and particular attention was 
paid to producing a group dynamic, in order to gain deeper insight into what motivates social 
media users to upload and share photos. In particular, a group dynamic can be conducive to 
participants’ encouragement and reception of diverse views, which can lead to in-depth 
discussions and the emergence of new ideas and meanings (Hennink, 2007).  
 
As is suggested in qualitative research practices in psychology, several focus groups were run to 
ensure that a decent range of views was covered. Furthermore, the size of the focus groups was 
kept relatively small and manageable in order to maximise the efficiency of the discussions 
(Howitt & Cramer, 2007; Smithson, 2000). To ensure that everyone found the opportunity to 
voice their opinion, each focus group session ran for about 1 hour, with three to five participants 
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in each group. A ‘discussion schedule’ and topic guide, comprising a series of open-ended 
questions, was designed to initiate discussions (see Appendices 4, 5, and 6). All the 
conversations were recorded, transcribed and analysed. A description of the analysis process is 
described in the Data Analysis section as well as the Six-Phase Framework for Thematic 
Analysis (see 5.2.4 and 5.2.5). Qualitative data analysis is an iterative process, and the author 
continued the focus group discussions until 'data saturation' was reached. 
 
Data saturation is a concept that is hard to define, even problematic. Saturation can be 
considered as a tool for ensuring that quality data is collected to support the study. How a 
researcher obtains data saturation influences, the quality of the research conducted and ensures 
content validity or credibility. It is achieved when further coding is no longer feasible and when 
theoretically, there is enough information to replicate the study (Marshall & Rossman, 2011). 
There is no ‘one-size-fits-all’ method to achieve data saturation and no pragmatic guidelines for 
when data saturation has been reached. Data saturation can heavily depend on a study design, 
and researchers agree on some general concepts and principles, such as no new data, no new 
themes, no new coding, and ability to replicate the study (Guest et al., 2006). 
 
One practical way to ensure that data saturation is achieved is by probing participants and asking 
for a level of clarification and detail that may feel even unnatural or artificial, in a way that is 
beyond what is usual in everyday conversation (Guest et al., 2006; Willig, 2013). Participants 
were probed about their general activities regarding their social media profile, which was mainly 
Facebook, such as reasons they use the platform, how much time they spend online, and how 
often they post photos to their profiles, etc. In practice in the present study, the author put aside 
her intuitive understanding as well as her academic knowledge. For example, this was done by 
rewording questions or, asking for clarifications even when/if participants might think they 
answered the questions and explained enough. Good probing is essential because it allows for 
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layers of complexity and detail to be exposed. Probing needs to continue until the researcher 
feels s/he has reached a saturation which is a full understanding of the participant's perspective 
(Willig, 2006). For example, the author used additional complementary questions such as “This 
may sound like an obvious question, but why ...?” and “I just want to make sure I've really 
understood you. What was it exactly that...?”. As another example, the author was alert to clues 
that she has not yet heard the full answer because the participants might be rationalising or 
giving what they perceive as the 'correct' answer. 
 
The author moderated the group discussions to ensure that the pre-planned topics were covered 
and everyone found the opportunity to contribute to the discussion. All focus group 
conversations were documented using a recording device. Moreover, to keep records of the most 
important and prevalent points emerging from the discussions; notes were taken (see Appendix 
7). Later all responses were anonymized by changing names of participants. Additionally, the 
conversations were transcribed using NVivo (Version 9), which is one of the most popular 
qualitative data analysis software packages (see Appendix 8).   
 
More specifically, NVivo was used to enhance the credibility and trustworthiness of the 
methodology, particularly during the analysis process (see 5.2.5). NVivo is known as one of the 
best interpretative software programs that offer an optimum level of interpretation in qualitative 
research. This software can also help qualitative researchers working with very rich text-based 
and even multimedia information, where deep levels of data analysis are required. Employing 
NVivo helped to link the initial codes to both the transcription and the audio data items. This 
systematic process enabled the author to go back to the analysis phase as many times as needed 
while she had access to the context of the discussion, e.g. who said what and in response to 
which question, etc. 
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In the process of transcription, audio or visual data is transformed into textual data (Howitt & 
Cramer, 2007). There are different transcription systems. For example, Jefferson is a 
complicated and comprehensive system that involves an emphasis on pauses, errors of speech, 
every emotion and even transcription of parts where participants are talking over each other or 
simultaneously (Howitt & Cramer, 2007). In a verbatim method such as the Jefferson method, 
every spoken word or sound - even expressions of emotion, laughs and background noises - 
should be transcribed using certain standard symbols. However, that high level of detailed 
transcription was not required for the present research.  
 
Howitt and Cramer (2007) suggested that employing the broad principles of discourse or 
conversation analysis, and/or grounded theory analysis, will be adequate where research is not 
interested in the nuances of the expressions and conversations. Although at first it was planned 
to use the Jefferson method for the whole transcription, later the author tried to tailor the type of 
transcription to the purpose of this research by employing both verbatim and edited styles (see 
Appendix 8).  Therefore, for example, some parts of the audio recorded for this study that were 
not directly relevant to the conversion or would not change the meaning of statements were not 
transcribed and/or were shown by […].  
 
5.2.4 Data Analysis  
 
This study primarily employed an inductive thematic analysis, in which most of the findings 
were data-driven and patterns of meanings were identified across the data set. These patterns of 
meanings were the categories for further analysis and shaped the ‘themes’. In addition, parts of 
the findings were based on a deductive or theoretical approach which had been done in a ‘top-
down’ way. The deductive approach is based on certain preconceptions or pre-existing theories. 
However, full engagement with the literature can narrow the analytic field of vision, and result 
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in ignoring potential crucial aspects of the data because of the focus on previously explored 
aspects (Tuckett, 2005 cited in Braun & Clarke, 2006). Thus, the method of analysis selected for 
this chapter was a combination of both inductive and deductive approaches for recognizing and 
classifying patterns of meaning. This method of analysis has been referred to as a hybrid 
approach to conduct thematic analysis (Fereday & Muir-Cochrane, 2006).  
 
The data were mainly analysed at a ‘semantic’ level, where a descriptive and realistic account of 
participants’ experiences of photo-related activities on social media were presented. However, 
the analysis went beyond the surface of the data to identify any motivations for photo sharing 
that participants may not explicitly state. Finally, for the production of the report, the most 
relevant and vivid data extracts were provided for each theme to confirm both the prevalence of 
the key themes and the credibility of the analysis.  
In some approaches to thematic analysis, a coding frame or codebook is employed, and it is 
recommended that a second coder analyses the data to calculate inter-rater reliability scores, 
which show agreement between the raters in coding the same categories. Yet, such scores do not 
show that the coding is ‘accurate’ but only means there is an agreement between the raters (who 
could both be imprecise). Thematic data analysis is a process that should be done over time and 
not be rushed. Among several approaches to conducting thematic analysis (e.g., Guest, 
MacQueen, & Namey, 2012 cited in Clarke & Braun, 2013), the six-phase process suggested by 
Braun and Clarke (2006, 2012) is one of the most accepted frameworks that also has theoretical 
flexibility. However, comparable to initial coding in grounded theory, the six-phase framework 
is an organic and flexible approach and does not recommend following a rigid system of the pre-
existing coding scheme, as the themes will emerge from the data. Furthermore, employing a 
codebook and a second coding does not necessarily result in ‘more accurate’ coding or the 
richness of the analysis but different coding (Braun & Clarke, 2006, 2012). Hence, it was not 
pursued for this qualitative study.  
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  190 
 
One of the key criteria for establishing trustworthiness is deciding that how congruent the 
findings are with reality. This concept is called credibility, which is an equivalent with internal 
validity in quantitative studies (Lincoln, 1985). There are several criteria that can confirm 
research has accurately recorded the phenomena under investigation. The most important 
requirement for research credibility is the adoption of well-established research methods 
(Shenton, 2004). Therefore, the six-phase process of thematic analysis (Braun & Clarke, 2006, 
2012) was employed as one of the well-researched and accepted frameworks. The guidelines and 
robust process of thematic analysis recommended by Braun and Clarke (2006, 2012) are one of 
the most widely used approaches within psychological research (e.g. Kleban & Kaye, 2015) as 
well as other disciplines (Clarke & Braun, 2013). These steps of thematic analysis are set out 
below: 
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5.2.5 The Six-phase Framework for Thematic Analysis 
 
5.2.5.1 Phase One: Data Familiarisation.  
 
The Data Familiarisation process started even throughout data collection (i.e. focus groups 
discussions). This phase is known as the foundation for all the other phases of analysis (Braun & 
Clarke, 2006). Therefore, note taking and marking ideas for coding began in this phase 
whenever patterns of meanings and issues of potential interest in the data were noticed. Since 
writing ideas is an integral part of the analysis, the author took notes during focus groups.  
 
 All focus group conversations were recorded with the participants’ consent. Transcription of 
verbal data could be time-consuming and tedious at times; however, it is known to be an 
excellent way to start the data familiarisation process (Braun & Clarke, 2006). It is also known 
to be ‘an interpretative act’, because it is not a simple mechanical task, but can also lead to 
creation of meanings, particularly when it is done by the main researcher, who did the interviews 
and mediated the group discussions (Lapadat & Lindsay, 1999 cited in Braun & Clarke, 2006). 
NVivo, Version 9, was used from the early phases of the analysis, from transcription to defining 
the themes. 
5.2.5.2  Phase Two: Initial Code Generation.  
 
After repeated listening to the participants’ statements and in-depth reading of the transcriptions 
(see Appendix 8), potential themes and patterns were categorised by creating ‘tree nodes’ in the 
software, which are folders that can be created in a hierarchical order. By using NVivo 9 data 
extracts or initial codes were linked to both the text (transcription) and the audio data items, 
allowing for a systematic process of coding and step-by-step analysis and interpretation process. 
It was done by tagging and naming selections of the audio and text within each data item. 
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This method helped to develop a thorough understanding of the extracts without losing the 
context for further analysis and allowed revisiting of the initial codes where necessary.  During 
this phase, some of the data items (i.e. individual views) were coded once, and some were coded 
several times as they fit into various initial themes, considering the nature of the discussion 
topic.  
5.2.5.3 Phase Three: Theme Initialisation. 
 
 After all the data had been reviewed and initially coded, they were re-sorted into node 
classification. Nearly all of the participants talked about photographs themselves and 
photography (the act of photo taking) in a very positive way. However, when it came to online 
photos and photo sharing they responded very differently, mentioning various personal and 
social aspects of visual representations. In general, the participants mentioned that they 
habitually and regularly looked at others’ photos more than uploading and sharing their own 
photos. 
 
 They also pointed out several concerns regarding the consequences of having photos online, 
such as lack of control over leaks of unwanted or private information, undesirable impressions 
and privacy threats. Subsequently, such inhibitory factors also became apparent as initial themes. 
Furthermore, when trying to identify motivations for photo sharing, some factors like age, being 
at college age, and relationship status, being in a committed relationship, were identified as 
playing a dual role, which means that these factors seem to produce both positive and negative 
attitudes towards photo sharing, as well as increasing or decreasing photo participation by the 
user.  
 
Some initial factors identified as inhibitory or dual factors. Dual factors represent two sides of 
the same coin. Therefore, they were included in the further analysis to study their impact on 
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motivating users for photo sharing. For example, in the initial analysis ‘photos as evidence’ 
identified as an inhibitor but also this theme was related to two main motivators including ‘self-
disclosure’ and ‘keeping & sharing memories’, where social media users share photos as 
(wanted) evidence and visual proofs.  Although due to the scope of this research, only 
motivational factors were included in the further analysis and some of the subsequent inhibitory 
or dual factors were excluded. However, all these initial themes were further analysed to make 
sure of their role in motivating Facebook user, and not all of them were viewed as demotivators. 
 
In terms of photo-sharing motivations, originally the data were categorised under eight main 
themes and three sub-themes. They were labelled as follows: ‘self-disclosure’, ‘sharing 
memories’ (sub-theme: sharing interests), ‘keeping memories: profile as storage’, 
‘Obligations/peer pressure’ (sub-theme: coolness), ‘keeping connections’, ‘leisure 
activity/hobby’, ‘passing time’, and ‘prefer to show rather than tell’. Please refer to Figure 1 for 
the initial thematic map of photo themes. As shown in Figure 1, some themes appeared to be 
influential both as motivators and as inhibitors such as ‘self-disclosure’ and ‘photos as 
evidence’.  
 
5.2.5.4 Phase Four: Reviewing Themes. 
 
 This phase involves re-coding the whole data set, and that is why coding is known as an 
ongoing organic process. It is also very important to remember that the main themes were not 
necessarily selected based on a number of occurrences or frequency of data extracts within the 
data, but on whether the main themes can form a coherent pattern throughout, with clear and 
recognizable distinctions between themes. This process is also known as dual criteria for judging 
categories: checking for internal homogeneity and ensuring external heterogeneity (Braun & 
Clarke, 2006). Therefore, some of the coded items or data extracts were combined and placed in 
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the classification as potential overarching main themes identifying photo-sharing motivations. 
For example, although ‘passing time’ was identified as an initial theme, it could not form a clear 
pattern through the whole data set. This initial theme has very low frequency and also its content 
and scope could not be differentiated from the other themes, specifically ‘enjoyment and leisure 
activity’. Therefore, with further analysis, ‘passing time’ was merged with an overarching 
theme, ‘leisure activity/hobby’, which later re-labelled as ‘Enjoyment and Entertainment’ (see 
Figure 2). 
5.2.5.5 Phase Five & Six: Defining and Naming Themes & Producing the Report: 
Definition.  
 
The final modified version of the thematic map of the data contained the important and 
interesting aspects of the data captured by each individual theme addressing the main research 
question, about motivations for photo sharing on social media. In this phase, a detailed analysis 
was written for every theme. In addition, each theme was reviewed in relation to the other 
themes. Therefore, it was ensured that the content and scope of each theme were clear and 
definable from the others. Some of the theme titles were also improved from the initial map to 
help better understanding of the data on the thematic map. The final thematic map contained six 
main themes. They were labelled as follows: ‘self-expression & self-presentation’, ‘life 
documentation & sharing memories’, ‘social/peer pressures’, ‘relationship maintenance’, 
‘enjoyment & entertainment’ and ‘Preference for Visual Communication’. Please refer to Figure 
2 for the final thematic map of photo themes. Finally, for production of the report, the most 
relevant and vivid data extracts were provided for each theme to confirm the prevalence of the 
key themes and validity or credibility of the analysis. 
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Figure 1. The Initial Thematic Map Contained Motivator and Inhibitors for Photo Sharing on 
Facebook 
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Figure 2. The Final Thematic Map Contained Six Main Themes and Five Sub-themes for Photo-
sharing Motivations on Facebook. 
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5.3 Results and Discussion 
 
The majority of participants said that they are constantly online and connected to their social 
media profiles - chiefly Facebook - via mobile phones, therefore staying connected continually. 
They reported that they check their profile, especially the newsfeed, several times a day. 
Viewing friends’ photos and photo updates is one of the main attractions of engagement with 
Facebook, and the majority of them stated that they are very reluctant to ‘comment’, but they are 
more likely to ‘like’, signalling their attention or merely saying that they had seen the post.  
Similar to the present study, a qualitative study (consisted of mobile phone users’ diary and 
interview follow-up) on motivations for media sharing activities found that users are more 
inclined to share photos via mobile devices and specific photo sharing applications, considering 
low cost and short transmission time. It was found that the majority of mobile users preferred to 
habitually look at others’ photos rather than upload and share their own photos (Goh, Ang, Chua, 
& Lee, 2009). In agreement with Goh et al. (2009), participants in the present study also stated 
that mobile phones and their online applications encourage them to spend more time on active 
(i.e. photo sharing) and passive (i.e. browsing photo updates) photo-related activities.  
 
In summary, many patterns were identified across the data set. However, the ultimate goal of the 
analysis is to ascertain only relevant patterns, which enable the researcher to answer a particular 
research question (Braun & Clarke, 2012). For that main reason, the factors that were identified 
as inhibitors and/or dual factors were not addressed for further analysis as this study aimed to 
look at one specific aspect of this phenomenon in depth which was: motivations and driving 
forces for photo sharing on social media.  
 
5.3.1 Outcome Themes  
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5.3.1.1 Theme 1: Self-expression and Self-presentation 
 
As mentioned earlier in the literature review chapter, the idea of self-presentation requiring 
individuals to become social actors, as introduced by Goffman (1957), has been widely used for 
understanding online self-presentation on social media. Steinfield et al. (2008) suggested 
Facebook self-presentation can be compared to a performance, being split into a public stage and 
private backstage, both of which individuals must negotiate to present a persona. One important 
point is that self-presentation and impression management have been used interchangeably in the 
literature. It is an umbrella concept which has several facets. Self-expression and self-disclosure 
are essential to self-presentation as a practice of revealing new information to develop trust and 
create bonds in a relationship or any human interaction (Rosenbaum, Johnson, Stepman & 
Nuijten, 2010). 
 
In the present study, many extracts were coded under the ‘self-expression & self-presentation’ 
theme, which appeared to be the most promising and prevalent motive for photo sharing. This 
theme contained two main components: the importance of maintaining a positive impression 
online and the importance of authentic yet professional self-presentation.  
 
5.3.1.1.1 Importance of a Positive Impression Online 
 
In all focus group discussions, the participants specified the importance of creating a positive 
impression on their profiles. From participants’ utterances, it was apparent that they all gave 
great consideration to how they might be perceived based on their photos. The interesting point 
is that both internal audience (i.e. the self) and external perceived audiences (e.g. online friends/ 
followers) influence the process of selection and sharing photos. From participants’ statements, 
it was evident that they were aware that a single ordinary portrait can contain a very wide range 
of both physical and nonverbal cues such as clothing, hairstyle, posture and facial expressions, 
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which all lead to the creation of an impression with minimum effort for an external or imagined 
audience. It seems that especially experienced users or those who are early adopters of Facebook 
are hyper-aware of their self-presentation online. They assume that even photos uploaded to a 
closed profile can possibly be viewed by anyone, for example, potential employers. In addition, 
posted photos will remain online as visual evidence for an unlimited time. 
 
Only one participant, an 18-year-old girl, stated that she posts selfies to Instagram almost every 
day. As she talked about her reasons, they suggested that she uses selfies as a method of identity 
formation and self-exploration. Excluding her, the majority of the other participants who were 
generally older were concerned about self-photos. In particular, they emphasised on the negative 
connotations that are associated with self only photos and particularly selfies, for example, to 
look narcissistic, self-obsessed, depressed and lonely. Therefore, they actively avoid making 
such impressions by not posting ‘selfie’ at all or do it very infrequently. On the other hand, they 
stated that they do not upload a photo if they do not feel positive about it or find it unflattering in 
the first place. Quotes (1-4) are examples of this phenomenon when in the process of visual self-
presentation primarily individuals evaluate their self-image as an internal audience (Ballam & 
Fullwood, 2010). In parenthesis after each statement, the participants’ pseudonym, number of 
the focus group they attended and the page number from which the quote is extracted are 
mentioned. 
 
1 “It is like having a big ego, putting your self-photos on Facebook or only putting a 
photo of yourself on all the time. Unless it is a special photograph, it is weird.” (TT, 
FG1, p.372.) 
 
2 “I am not quite comfortable having pictures of myself and I have feelings in a certain 
way. It is how I feel; I don’t know. I don’t like seeing pictures of myself.” (SHSH, 
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FG1, p. 367) 
 
3 “I don’t upload photos of myself on Facebook very often because I don’t think that I 
am a very photogenic person. But I do take a lot of pictures of the little ones.” (JrJr, 
FG2, p.383) 
 
4 “I don’t have any photos of just me on my own because I don’t see the point.” (LL, 
FG1, p.371) 
 
Additionally, there are circumstances when the users perceive some of the tagged photos from 
their friends as an identity threat or simply undesirable. Therefore, they employ various methods 
to deal with perceived invasions of privacy or identity, such as untagging or deletion of the 
photo (quote 5) suggesting impression management. Users try to create and maintain a positive 
and desirable impression online which is in line with their ideal or at least a good version of the 
self (quote 6), (Lang & Barton, 2015). It seems they want to make sure they create a positive 
impression for different audiences, who may get a negative impression from a self-presentation 
element that would be positive for another audience (Ballam & Fullwood, 2010).  
 
5 “I think many times I told people to untag me or delete a photo. When I was first on 
Facebook, I was only 14, and I looked at some pictures, said oh my God, literally I 
think it was last week, but I just want them deleted. You know it ruins your 
reputation. People look at the profile and look at the pictures and will give a feeling 
of a personality of what you like or what you do and if you got some crazy pictures, 
not cool!” (SHSH, FG1,368) 
 
6 “for instance when you took pictures of yourself this morning you feel good about 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  202 
 
yourself. When you feeling blue or miserable, you won’t take a picture of yourself.” 
(CC, FG3,379) 
 
The present findings also confirm the positive bias of shared information on social media  
(Carlson, George, Burgoon, & Adkins, 2004). Online users are selective and vigilant 
predominantly regarding the visual evidence of themselves and how they might be perceived 
based on their photos (Ivcevic & Ambady, 2012; Pempek et al., 2009; Siibak, 2009). Gaining 
social approval is one of the main reasons behind impression management. In this process, 
successful impression management results in being associated with positive and disassociated 
from negative characteristics (Leary & Allen, 2011b; Leary & Kowalski, 1990). 
 
In addition to the examples above, many other extracts echoed the importance of appropriate 
visual presentations, since the users are aware of the fact that various meanings can be attached 
to the content of their photos (Rosenbaum, Johnson, Stepman, & Nuijten, 2010), irrespective of 
having one single profile picture or a large number of photos (quote 7). Pictures are always open 
to interpretation in various ways depending on several factors such as the uploader, the context 
as well as the viewer’s own background information about the whole story a picture is telling. 
 
7 “If you put photographs on Facebook and you’re looking like a mess, then people are 
going to associate you as being a mess. Or if the only picture you have on Facebook 
is the one you going out drinking, then people are going presume that’s the only 
thing you do. It may occur only one night in a month, but because you put it on 
there, it paints a picture of you as your personality with the same thing about 
embarrassing photos. Things like when your skirt is lifted up a little bit but that’s on 
Facebook now and everyone sees it. A lot of my friends get drunk and post 
everything on Facebook. But me? No! I don’t want that people perceive me in that 
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way. Or people are going to tarnish with same brush when you photograph with 
them spill everywhere.” (LL, FG1, p.367) 
 
Lastly, although nobody stated that they ever wanted to ‘show off’ or make other people 
‘jealous’ by posting certain types of photos, again in all focus group discussions, participants 
highlighted that bragging is one of the dominant reasons behind photo sharing, as a third-person 
effect, which was coded under the theme ‘self-expression & self-presentation’ (quotes 8-11). 
This key theme supports the hyperpersonal model of CMC that posits users control and enhances 
the messages they send out to manage impressions or display selective self-presentation and 
idealized interpretations (Walther, 2007). It is interesting that participants seem to associate 
bragging behaviour with others and not themselves. It could be because they tend to maintain a 
positive impression in front of others, even in the discussion group. It could be because they 
were aware that their answers were recorded.  
 
8  “I just think there are a lot of intentions behind it, people upload photos to show 
off. They put it on to break up couples, etc.” (MSH, FG2, p.380) 
 
 9  “I think they want everyone to know what they are up to, what they are doing. I 
think they want to show off.” (JJ, FG4, 405) 
 
10  “You can also project a certain life you like to have by selecting pictures of you 
saying, I am happy all the time.” (EEE, FG2, p.389) 
 
11  “He was definitely showing off with photos which were completely inconsistent 
with who this person was. He was building an image on the network that was 
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totally different in normal life, in conversation [...] and I didn’t feel that this is ok.” 
(MM, FG4, p. 411) 
5.3.1.1.2 Importance of Authentic yet Professional Self-Expression 
 
On the one hand, many of the participants emphasized the importance of genuine self-expression 
by commenting against visual misrepresentation of their contacts when they noticed a 
discrepancy between the current status of a person and the desired images posted online (quote 
12). On the other hand, similar to findings from Rosenbaum and colleagues (2010) the need for 
professional visual self-presentation was identified from the data (quotes 13).  
 
12   “I think sometimes you get an older person and the picture is for 10 or 20 years 
ago, it looks a bit ridiculous because you say I know you are not 20 anymore why 
still have this photo, you see them every day around and they are bald, and the 
picture is with loads of hair. You are wasting your time, give it up, move on, so you 
need to keep it almost current, not every year but at least every four or 10 years!” 
(AA, FG4, p.413) 
 
13  “[...] It is especially very important if you are developing a professional life.” (SS, 
FG1, p.368) 
 
Furthermore, the use of online photos as implicit self-presentation (Zhao et al., 2008), however, 
reopens the debate between authentic and positive presentation. Ellison et al. (2006) interviewed 
online daters and found that small, subtle cues in observed photographs could lead to a number 
of inferences, which would even influence other participants’ behaviour in posting photographs 
in the future. They gave the example of a woman who thought that people sitting in their 
photograph are typically short or do not possess an attractive body or try to look slimmer; 
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therefore, she preferred standing in her own photographs. However, in an anchored context like 
Facebook, individuals are named and known by their network of Friends. Individuals are thus 
constrained in the extent to which they can present an ideal self, which does not tally with their 
reputation or what is already known about them.  
 
There were many instances where the participants discussed the impact and power of shared 
photos to be considered as evidence and proof of one’s personality type, social status, interests 
and activities. For example, one participant explained how Facebook photos, particularly profile 
pictures, can represent the profile owners even though the chosen photo does not show them, but 
be from a natural scenery (quotes 14 & 15). 
 
14  “I don’t upload photos on Facebook at all, first time I log in to Facebook, (for the 
profile picture) I used some green landscape [...]. It is something that simply in my 
view, I can be identified with. I like green; I like that kind of environment and in 
my personal view if it stays long enough. People see it and they recognize me 
without my name.” (Oj, FG4, p.385 ) 
 
15 “a lot of people take pictures to show who they are. To know who they are you 
need to have a photo of them; a Facebook photo can be like a photo ID.” (JJ, FG4, 
p.402) 
 
Furthermore, one of the main concerns of online users is regarding self-disclosure consequences 
on their offline relationships that may lead to superficial self-disclosure of only desired self-
image (Attrill & Jalil, 2011). As mentioned above, many of the participants stated that they 
should be careful about the photos they upload to avoid misunderstandings and 
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misrepresentation that can affect their offline communications and particularly their professional 
life. On the other hand, they (quote 16 & 17).  
 
16  “…having a group photo, so you can just say it is just a group photo, but it depends 
on who you are standing with as well. Or if someone has a hand around you! So if 
you have a partner or something, then you may have a massive issue with it. Why 
that guy? They may just take it as different and they don’t see it was just a photo 
and then they go off! And it was just that moment!” (AMAM, FG2, p.381) 
 
17  “I have to be careful because my clients will look at my profile and see if I am 
there. No matter how much you protect your privacy if you have friends of friends 
could access your profile.” (SS, FG1, p.386) 
 
5.3.1.2 Theme 2: Keeping and Sharing Memories/ Life Documentation 
 
The second most prevalent theme emerging from the data set was ‘keeping and sharing 
memories’. Keeping memories of life is not a new practice. However it seems family photo 
albums have been replaced with Facebook photo albums, and for many users, both have the 
same function. In answer to the question that whether you think family albums are different from 
Facebook albums, generally participants stated that they do not see them very different in 
function (quote 18). Furthermore, they emphasized how social media firstly facilitates the 
process of keeping memories by letting the users create content and uploading their photos and 
videos. Additionally, such platforms encourage users to share their life events more frequently 
than before, and it seems more effectively and gratifying than other online platforms.  
 
18  “Not really. I put some pic of my daughter up, and when I look at the pic, my mom 
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got of me in the family album. She used to do same kind of things. On a bike or 
first day at school, I think I do quite similar, but this just enables to kind of sharing 
more generally, like being said for memories, reference, looking back” (SHSH, 
FG1, p.365) 
 
One remarkable point of the story the data tell is that users can easily highlight what they like 
about their life. More importantly, how they want their life to be remembered through pictures as 
visual evidence. photo sharing helps users to create a delightful and gratifying visual 
autobiographical memory of their most positive and pleasant life events (quote 19).   
 
19  “My profile picture is the pictures where I’m the happiest like when I look at my 
profile picture I like to remember the event of the picture” (LL, FG1, p.367) 
 
 
Additionally, photo sharing sites such as Facebook have become the main storage medium by 
which it seems the users save a copy of their pleasant visual autobiographical memory online 
(quote 20 & 21). 
 
20  “When I upload photos on Facebook, I’m saving them there. I don’t keep them and 
not save them anywhere else. For example, I went on a trip to Spain and visiting 
different cities, and I made an album of each city, and I just uploaded every photo 
that I took so some of my albums have hundreds of pictures, but I deleted them 
from my phone, and I don’t save them anywhere else. So for me, Facebook is like a 
storage site. Now you can put in on Facebook, and it stays forever. It is safe, and if 
you want to get back to it, you can just save it and put it on your computer again. 
You don’t need to store them somewhere else; it is kind of storage. Because instead 
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of having all on my laptop which would make my memory full, I just put them on 
Facebook and access them, if I want them.” (AA, FG4, p.407) 
 
21  “I see photos as being important as a record so if I see something and I don’t want 
to forget, because it is really beautiful and interesting I take a photo of it so ten 
years from now I can look back, yeah. But I don’t normally take photos of people I 
see every day because I remember them anyway. If I go somewhere you see once it 
is easy to forget it, I think ‘Ok’, I’ll take a photo of this.” (AA, FG4,p.405) 
 
In particular, younger participants reported that they do other photo-related activities such as 
‘tagging’ to enhance the process of keeping and sharing visual memories online and enriching 
mutual experiences (quote 22). Such photo-related activities have become a post-party ritual of 
college students by which they reinforce closeness and reflect their affiliation to a group of 
friends (Mendelson & Papacharissi, 2010). 
 
22  “They tag me or things my friends remind of. I tag myself if I’ve not been tagged 
already and it’s easier to remember the event. I like to have things that remind me 
of things” (LL, FG1,p.377) 
 
5.3.1.3 Theme 3: Relationship Maintenance and Sharing Interest 
 
The need to keep in touch with friends is one of the most discussed internal motives for the 
general use of Facebook (Ellison, Steinfield, & Lampe, 2006; Joinson, 2008; Lampe, Ellison, & 
Steinfield, 2006; Sheldon, 2008; Papacharissi & Mendelson, 2011). In line with previous 
research on motivation for joining and engaging with social media, in the present data, there 
were many examples where participants pointed out the opportunities that social media offered 
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them to not only keep in touch with their friends and family and share their life events and 
interests, but also to maintain distance relationships, make new connections and expand their 
social network via photo sharing (quotes 23- 26).  
 
23 “People find each other from even one photo on Facebook to reconnect after years.” 
(AMAM, FG2, p.391) 
 
24 “When you share a picture of activities that you really like, your friends may say oh 
we really didn’t know that. It is very useful to establish friendships because 
sometimes friendships are stupid, they are based on silly things like bands you like 
so maybe people do it (uploading and sharing photos) to say look at this. ‘I am into 
this and anyone else into this’ tells their friend to establish a friendship.” (EE, FG2, 
p.391) 
 
25“I think Facebook with photos is for keep in touch with friends and know what they 
are doing.” (SHSH, FG1, p.365) 
 
26 “Not everyone has that much time to see everyone that you want to spend time with. 
That is why I share my photos. Because of the gap between people who are far away 
from each other and by sharing photos they keep in touch with their friend and 
family. I have a friend live in Japan, and the way of being in touch is the Internet and 
sharing photos.” (TT, FG1, p.366) 
 
5.3.1.4 Theme 4: Social /Peer pressure 
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Peer pressure is a multidimensional phenomenon which influences individuals to engage with 
the media, regardless of personal preferences. Previous research showed that peer pressure is one 
of the four main factors that differentiate Facebook users and non-users (Ljepava et al., 2013), 
suggesting that peer use of a platform motivates individuals to engage with the site as the use of 
social media is established within their offline social networks. 
 
While experiencing peer pressure is one of the main external motivations for joining Facebook 
and online participation in general (Park, Kee, & Valenzuela, 2009; Quan-Haase & Young, 
2010), it also emerged as a key motive for photo sharing in particular. It was implied from most 
participants’ utterances that they feel the need to maintain a visual presence online. It even 
appeared that sharing photos is a consequence of social networking and having a profile on 
social media such as Facebook (quote 27). Some other participants clearly stated that they feel 
they are obliged to use the site or post photos due to pressure from others (quote 28). 
 
The chosen quotes (29-30) confirm the prevalence of this overarching theme across the data set, 
for various underlying reasons such as ‘to look cool and trendy’ or ‘not to feel left out’ or as if 
‘hiding something’. 
 
27 “If I could I would ban my sister and my mother of putting any photos of me 
anywhere” (TT, FG1, p.371) 
 
28 “With my daughter (‘s photos) it is just sharing really. My friends just say you don’t 
get around enough. Not everyone has that much time to see everyone that you want 
to spend time with.” (SHSH, FG1, p.373) 
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29  “For instance, you are meeting a group of friends who are very sociable, and you 
want to say I’m outgoing, I’m just like you. I can think about when I was in my 
graduate my first year in a house of residence, meeting different people every day. 
So you want to say, I’ve been there, I’ve done that, I’ve done that. If I had Facebook, 
then I’d taken the photo and put them there. (But) I’m at that stage in my life while I 
don’t need to be validated by others, I don’t, I just don’t care what people think.” 
(CC, FG3, p.400) 
 
30 “…may be peer pressure of friends on Facebook, for example recently I’ve been on a 
holiday so I need to upload the photos. I think it is very important and peer pressure 
might be the reason behind it.” (Ash, FG3, p.400) 
 
5.3.1.5 Theme 5: Enjoyment and Entertainment 
 
Previous research confirmed that ‘Enjoyment and Entertainment’ are among the central 
motivations driving Internet use and recent research also found the same motivational factors for 
the use of social media (e.g. Papacharissi & Mendelson, 2011; Smock et al., 2011). In line with 
previous studies on the general motivations for online participation, in the present study 
‘Enjoyment and Entertainment’ was identified as a motivation for photo sharing (quotes 31-32) 
and other photo-related activities such as looking at photos and browsing visual content on social 
media (quotes 33-34). 
 
31  “I took photos of myself in front of the mirror, but there was no reason behind that, I 
don’t know if there was a reason behind that, just did it because I like it.” (SHASHA, 
FG1, p.395) 
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32 “I do tend to take photos of myself or whatever I’m up to when I’m in a good mood.” 
(SHASHA, FG1, p.396) 
 
33 “that’s quite fun to look at people’s photos (on Facebook) because you can judge and 
say why she put it on, does she think that all people are going to get her all the best!! 
It will be quite a kind of guilty pleasure at the same time, lurking!” (EE, FG2, p.381) 
 
34 “It just reminds you of things you’ve done, just experiences; however, I do not look at 
photos of myself. I like to see what other people are doing.” (AMAM, FG2, p 379) 
 
5.3.1.6 Theme 6: Preference for Visual Communications 
 
Photography has always been a powerful tool for communication from expressing emotions to 
transmitting various messages. Furthermore, the ubiquity of digital cameras and mobile phones 
with high-quality cameras encourages people more to make growing collections of personal 
photos. Consequently, the ease of use of advanced devices (such as smartphones) and 
accessibility to the Internet make visual communication more convenient, particularly for 
enriching mutual experiences. Uses and gratification research suggests that over time, Facebook 
users develop a greater affinity with the platform and depend more on their preferred methods of 
interactions in gratifying their needs (Papacharissi & Mendelson, 2011). The last theme that 
emerged from the data was labelled ‘Preference for Visual Communications’ (quote 35-37). 
 
35 “if you don’t get the chance to speak with them you can see their pic that they are all 
being here and there. And it is a way of communicating without you even speak to 
each other really.” (SHSH, FG1, p 365) 
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36  “Instead of just saying you can show it and it can express more about emotions. 
That’s it really.” (AMAM, FG2, p 379) 
 
37  “I think some people put photos just to say they are happy. Had a good time, had 
a nice time and really enjoyed it. Just to show. Maybe some people who are away 
from home to show I’m all right, I’m safe, we are enjoying ourselves. Yes, we are 
alive some people just do it. I like when my friends are happy, or when they are 
couples, stuff like that. It is nice to see if you do take a photo. And it is enough.” 
(AMAM, FG2, p 387) 
 
While visual communication via photo uploads is popular Facebook culture, previous research 
showed that Facebook users who saw more of their friends’ photo uploads were motivated to 
upload more photos themselves. Particularly regarding photo participation, SNS have all the 
conditions for social learning to occur (Burke, Marlow, & Lento, 2009). Based on Bandura’s 
social learning or social cognitive theory (1999), observation of others’ behaviour in a social 
context may influence the person to behave in similar ways to those who have been learnt from 
various situations or settings (Burke et al., 2009). For example, one participant explained how 
she learned from others’ photo-related activities such as ‘likes’ on posted photos. This 
influenced her to get more engaged with photos on Facebook, suggesting a preference for visual 
communication. She further explained that she preferred textual communication and used to 
comment on photos, but later she learned about ‘like’ as a new method of visual communications 
(quote 38).  
 
38  “I think when I first started using Facebook I did not see the points of like. So, I 
never really used it and I would comment if someone has her mom in the UK and 
I would say, oh I didn’t know your mom is in the UK and I thought you came 
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back to your country, or what’s happening. Then, I think I was influenced by 
others’ behaviour, because whenever I put pictures they always liked, then you 
see a picture of them and say oh, I never liked their stuff maybe I should put like 
here. You are influenced by how active they are on Facebook” (AA, FG4,p.410) 
 
Another reason behind the preference for visual communication could be that social media 
enable users to experience a ‘one-to-many’ communication style, where the photos they share 
could be viewed by many of their direct and indirect networks of friends and even strangers at 
any time (Chiou, Chen, & Liao, 2014). This style of communication may lead to a celebrity-like 
experience and motivate specifically younger users to favour visual communications even more. 
Additionally, similar to celebrity practice in both traditional mass and social media, a normal 
person can engage in unlimited photo sharing and publishing intimate photos at any time (quote 
39). 
 
39  “Currently, celebrity have an impact on children, some images that people put 
there of themselves are influenced by the celebrities and stuff like that. Young 
girls put photos of themselves face full of makeup [...] (by sharing such photos) 
they want to class themselves as celebrity” (SHSH, FG1, p 378) 
 
5.4 Strengths and Limitations 
 
This study is one of the first contributions to provide insights into the similarities and differences 
between motivations for general use and specific feature use on social media, specifically photo 
sharing. It employed a qualitative approach and found three ‘unique’ factors motivating users to 
share photos on Facebook, consist of ‘self-expression and self-presentation’, ‘life documentation 
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and keeping memories’, and ‘preference for visual communication’. The next section is 
explaining how trustworthiness of the study is ensured. 
 
5.4.1 Trustworthiness 
There are several criteria that can confirm that the research has accurately recorded the 
phenomena under investigation and therefore the trustworthiness of the qualitative study is 
ensured (Shenton, 2004). Guba (1981) introduced a construct that consists of four criteria for 
ensuring trustworthiness in qualitative research. Guba’s construct links to the criteria utilised by 
the positivist researcher including: “a) credibility (in preference to internal validity); b) 
transferability (in preference to external validity/generalisability); c) dependability (in preference 
to reliability); d) confirmability (in preference to objectivity)” (Shenton, 2004, p.64). 
 
In terms of credibility, it is suggested that employing well-established research methods is one of 
the most important factors to ensure this criterion. Accordingly, this study followed the six-
phase process of thematic analysis suggested by Braun and Clarke (2006, 2012). This framework 
has been successfully used in previous comparable projects (see 5.2.4 and 5.2.5). Another 
important factor in achieving credibility based on Guba’s construct is adopting tactics to help 
ensure honesty in participants when contributing data (Shenton, 2004). In this study, some 
“preventative” strategies have been utilised to ensure of participants’ honesty. For example, each 
participant has given opportunities to refuse to take part in the study. Therefore, the data 
collection only involved those who were genuinely willing to participate. Additionally, they 
offered data freely as it was stated in the focus group information sheet and consent form as well 
as stated by the author that “Taking part in the study is completely voluntary. You may decide to 
withdraw your participation from the study at any time.” (see Appendices 4 and 5). Participants 
were encouraged to be honest from the beginning of each focus group and the moderator (who 
was the author) emphasised that there are no right or wrong answers to the questions. The author 
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also made it clear to participants that at any point they had the right to withdraw from the study, 
and they are not even required an explanation. 
 
“Iterative questioning” is another strategy that can reveal deliberate lies. In this study, the use of 
iterative questioning and probes helped to elicit detailed data. For example, the author tried to 
return to the motivations previously raised by a participant and rephrased the questions.  
 
Furthermore, member check is the single most central provision that can be made to support a 
study’s credibility. It is suggested that the investigator checks the accuracy of the data “on the 
spot” in the course and/or at the end of the data collection (Shenton, 2004). A method of member 
checking is to ask participants to read the transcription related to the session in which they have 
participated; however, when a voice recorder is used the articulations of statements have been 
accurately captured. Van Maanen (1983, p 40) emphasized the importance of checking the 
formation of patterns on the spot which is during discussions; he explained that “analysis and 
verification is something one brings forth with them from the field, not something which can be 
attended to later after the data are collected. When making sense of field data, one cannot simply 
accumulate information without regard to what each bit of information represents in terms of its 
possible contextual meanings”. In the present study, member checking involved verification of 
the emerging patterns by indirectly asking participants if they can offer reasons for particular 
patterns observed by the author during the discussions. Or by direct questions at the end of each 
discussion during debriefing; participants were asked the following questions to ensure there 
were no untold opinions: “Can we summarise the key areas, please?”, “Do you think there is 
anything we have not covered?” (see Appendices 6 and 8). They were also reminded that they 
can write down any untold opinion at the end of ‘the focus group topic guide’ they were given at 
the beginning of the session, it was mentioned: “Please raise that topic now or leave your 
comments below” (see Appendix 6: the focus group topic guide). 
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Another strategy used to ensure credibility and trustworthiness of a qualitative study is the 
“Examination of previous research findings to assess the degree to which the project’s results are 
congruent with those of past studies” (Shenton, 2004 p. 69). Accordingly, in the discussion (5.3 
and 6.4) the findings were connected to the literature on motivations for the general use and 
feature use on Facebook. 
 
Furthermore, having frequent debriefing sessions between the researcher and her/his superiors is 
a suggested strategy to ensure the trustworthiness of qualitative research. In the present study, 
the emergent themes were discussed with the supervisors and developed as a result. Such 
discussions helped the author to widen her vision to the topic and become aware of her own 
biases and preferences. In addition, peer scrutiny of the research findings is another strategy that 
is suggested to ensure of trustworthiness (Shenton, 2004). 
 
 In the positivist approach to research, external validity or generalisability is concerned with the 
extent to which the results of a study can be applied to other situations [Merriam 39]. The 
equivalent concept in qualitative research is called transferability. Transferability is another 
criterion suggested in Guba’s construct on ensuring trustworthiness in qualitative research. Some 
strategies can be utilised by researchers to claim transferability of a study to other context and 
situations. There is a general agreement that providing the background data and additional 
information is an important factor in establishing context of a study in order to allow 
comparisons to be made between the work at hand and a wider population. For example, to help 
reach transferability many scholars suggest that revealing the information on the following 
issues are very important: a) the number of participants involved in a qualitative study; b) any 
restrictions on the type of participants who contributed data; c) the data collection methods that 
were employed; d) the number and length of the data collection sessions; e) the time period for 
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which the data was collected. Furthermore, reliability (equivalent with dependability) is 
concerned with the techniques to show that, if the work were repeated, in the same situation, 
with very similar methods and with very similar participants, the same findings would be 
achieved. One of the strategies to address dependability in qualitative research is the detailed 
report of the study which enables future researchers to repeat the study. Therefore, such a report 
should contain sections to explain the following: a) the research design, describing what was 
planned and done on a strategic level, b) the detail of data gathering, and c) evaluating the 
effectiveness of the process of investigation undertaken (Shenton, 2004).  Accordingly, in the 
present study, the author put effort into providing a detailed account of the process of analyses 
undertaken to enable readers to have a good understanding of the context of this study. 
Hopefully, other researchers can determine their confidence level in transferring the findings and 
conclusions presented in this chapter to their own research and situations. 
 
The last criterion in addressing trustworthiness suggested by Guba’s construct is confirmability 
(in preference to objectivity). There are several steps that a qualitative researcher can take to 
help ensure that findings are the result of the experiences and ideas of the participants, rather 
than the characteristics and preferences of her/his own. It is suggested that the researcher should 
embrace her/his predispositions, for example, in choosing an approach and method of data 
analysis as the first and most important step to address confirmability. Another step is again 
providing a detailed report of the study from data gathering to data analysis and reporting 
findings (Shenton, 2004).  
 
Conducting systematic coding and initialling themes by the help of NVivo endorses 
thoroughness and confirmability of the analysis. Using the computer software also helped the 
investigator to achieve data saturation (Kelle, 2004), which is a point when no new insights 
would be gained from continuing the discussions or recruiting more participants. One of the 
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main critics of conducting qualitative research is what determines data saturation and when it is 
achieved, while the use of saturation within methods has varied (Marshall & Rossman, 2011). In 
the present study, NVivo is mainly used to keep track of merged codes on a tree node during the 
first two phases of the thematic analysis where a lot of similar themes were selected (i.e. initial 
code generation and theme initialisation) (see 5.2.5.1 and 5.2.5.2). 
 
Another critical factor in establishing trustworthiness is related to reflexive analysis. It is 
suggested that qualitative researchers should monitor their own development in finding patterns 
and employing theories in defining themes. Some scholars called this process ‘progressive 
subjectivity’ (Shenton, 2004). For example, Smithson (2000) explained that sometimes 
participants' positions would inevitably be reinterpreted by the researcher. Regarding the present 
study it should be noted that the author was an active Facebook user from a similar age group. 
Hence some of her concerns and experiences might be reflected in both processes of data 
gathering and data analysis. Therefore, it is acknowledged that there were some levels of 
reflexivity presented in the analysis and therefore discussions. 
 
In terms of limitation of the study, using a focus group has some general restrictions; for 
example, normative influences or socially desirable responding as they occur in other methods 
like surveys or individual interviews. In focus group discussions; however, this problem may be 
aggravated by fear of peer group disapproval (Smithson, 2000) as well as the fact that 
participants’ voices were recorded.  
 
Similar to other qualitative methods, some opinions will remain unsaid because of the 
constraints that are on some participants to report detailed accounts of their lives, for instance. 
On the other hand, certain participants may dominate the discussions, resulting in a collective 
voice in the group (Smithson, 2000). However, being aware of the possible issues, the author put 
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effort into moderating the discussions by taking turns and encouraging less active participants, 
enabling everyone to voice their opinions as well as maintaining the group dynamic. 
Furthermore, later in the process of data analysis, issues such as ‘dominant voices’ or ‘normative 
discourses’ were considered as potential restrictions in extracting meanings and finding patterns.  
 
Since only one of the participants reported that she posts photos to both Facebook and 
Instagram, but all of the others were active Facebook users only, the results of this study might 
not be transferable to other social photo-sharing sites but be relevant only to motivations for 
photo sharing on Facebook. Furthermore, the findings of a qualitative study must be understood 
within the context of the particular characteristics of the geographical area in which the 
fieldwork was carried out (Shenton, 2003). Therefore, another limitation of this study in 
ensuring of transferability could be that the focus group discussions were conducted at the 
University of Wolverhampton in the UK, with people who were either studying or working at 
this university.  
 
5.5 Conclusions 
 
The present results fit well within the main concept of the uses and gratifications as an 
‘audience-centred’ approach in which individuals are goal-oriented and purposeful in 
demonstrating certain communication behaviours. SNS, like Facebook, are ‘ego-centred’ 
networks in which profile owners are more able to gratify their expected needs and manage their 
interactions in a way more adapted to their personal motivations, and short-term and long-term 
goals. Users’ motivations are also in line with the online communication norms under peer and 
social pressure (Mendelson & Papacharissi, 2010). 
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This chapter explored motivations for photo sharing on social media, mainly Facebook since all 
the participants, except one (who reported sharing more photos on Instagram than Facebook), 
defined themselves as active Facebook users. The author has tried to demonstrate a diversity of 
views within the groups as well as reporting majority opinions. Having a granular approach, the 
current study contributes to the ample research on the general motives for using Facebook by 
focusing on the specific behaviour of photo sharing. Six key themes emerged from the data 
which were labelled in order of prevalence as follows: ‘self-expression and self-presentation’, 
‘life documentation and keeping memories’, ‘relationship maintenance’, ‘social/peer pressures’, 
‘enjoyment and entertainment’, and ‘preference for visual communication’.  
 
Identifying seven motivational factors for photo sharing highlights various purposes of personal 
photography and multiple implications for online photo sharing, while visual culture is 
embedded not only in social media, but the modern life. It also shows that photo sharing can 
fulfil several gratifications for users simultaneously. This is similar to the findings by Fullwood 
et al. (2015) that showed bloggers have multiple motivations for maintaining their blog and 
writing new posts, it is suggested that photo-sharing motivations are not mutually exclusive and, 
similarly to the literature on general motivations for social media usage, more than one motive 
may be satisfied simultaneously during a user’s experience of media as well as content creation.  
 
Clearly, several mediating factors can come into play for performing an action. Particularly, 
there are individual differences in forming motivations. Many lines of research suggest that such 
dissimilarities are mainly traced back to dispositional tendencies and personality traits 
(Michikyan, Subrahmanyam, & Dennis, 2014). In addition to the results from previous studies in 
this thesis, recent research suggests scrutinizing motivations for the use of certain features may 
aid in understanding the association between personality characteristics and certain feature usage 
on social media (Seidman, 2013). Employing the uses and gratification model, this chapter partly 
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filled this gap by interviewing Facebook users and investigating photo-sharing motivations. 
However, the focus of the current study was to identify users’ motives for later analysis in the 
next chapter and to examine how certain personality traits can be predictors of specific photo-
sharing motivations on social media. Furthermore, the next study aims to validate the qualitative 
findings from thematic analysis of focus group discussions in this chapter through conducting a 
survey study on photo-sharing motivations. 
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6 CHAPTER 6: PERSONALITY TRAITS AS PREDICATORS 
OF PHOTO-SHARING MOTIVATIONS ON SOCIAL MEDIA 
(STUDY THREE) 
6.1 Introduction 
 
Why do some people like to share their moments and others do not? Are there any individual 
differences between those who share their own photos and those who mainly re-post others’ 
photos? It is clear that the same behaviour can stem from diverse motivations. Thus different 
media users may engage in photo sharing to fulfil a variety of dissimilar wants. For example, 
Study One (both phases) suggest that as sociable and expressive individuals, Extraverts may take 
relatively more photos from life events in social contexts and they are more likely to upload a 
large number of them to keep connections and visually communicate with their relatively large 
network of Facebook friends.  
 
According to the goals-planning-action model, behaviours are generally considered goal-
directed. One’s defined goals lead to planning and will finally lead to actions intended to achieve 
those goals (Rosenberg & Egbert, 2011). It is also posited that personality traits are linked to 
goals, which define the reasons certain people choose various behaviours over others (Rosenberg 
& Egbert, 2011). Furthermore, based on the uses and gratification model, media users are goal-
directed in choosing a certain feature over other options; however, there is a gap in the literature 
regarding the role of social and psychological factors in determining behaviours. Therefore, to 
gain a better understanding of the motivations related to photo sharing, research needs to address 
the important role of individual differences (Rubin, 2009), chiefly personality and characteristics 
of context (Finn, 1997; Larose, 2004). 
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Following the 2-step procedure common in uses and gratifications research, in Chapter 5, a 
qualitative approach was employed to study the motivations for photo sharing on social media, 
where six main themes emerged from the thematic analysis of the focus group discussions. They 
were labelled as ‘self-expression & self-presentation’, ‘keeping and sharing memories/ life 
documentation’, ‘social/peer pressures’, ‘relationship maintenance’, ‘enjoyment & 
entertainment’ and ‘Preference for Visual Communication’. For the second step of employing 
the uses and gratification model, this final study aims to devise a photo-sharing motivations 
scale based on these main themes and then run an online survey using factor analysis to find 
overarching possible motivations (see Appendix 9). 
 
In addition, the ‘passing time’ motive was added to the initial questionnaire (see Appendix 10).  
The literature on the uses and gratifications of the general use of social media (Papacharissi & 
Mendelson, 2010; Quan-Haase & Young, 2010; Smock et al., 2011) suggested passing time as 
one of the main motivations. In Study Two this motivation emerged as an initial theme; 
however, it was not identified as one of the main photo-sharing motivations in the final revision 
of the analysis (see Figure 1). The main reason could be that motivations for the general use of 
Facebook can differ from motives for the use of particular features (see 2.1.3). Another reason 
could be related to sampling limitations for a focus group which was a targeted sampling and 
participants might not be a good representative of all Facebook users. Therefore, since not 
finding passing time as the main motivation could be due to these mentioned limitations of using 
a focus group, the author decided to include this factor in the initial questionnaire for the present 
study to further test the effect of this factor as a significant predictor. Accordingly, by referring 
to the related literature mentioned earlier, some statements were added to the photo-sharing 
motivations questionnaire to further examine whether ‘passing time’ could be a key reason (see 
Appendix 10). Later, participants’ motivations for photo sharing were explored using Factor 
Analysis on statements presented to participants. 
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Having a post-positive approach to research, this thesis adapted both qualitative and quantitative 
methodologies, where the method was chosen based on what suits the purpose of each study to 
answer research hypotheses or research questions. Achieving research objectives is a criterion 
for judging the appropriateness of a method (Maxcy, 2003 cited in Mertens, 2014).  Pragmatism 
allows the researchers to choose combinations of methods that work best for answering their 
research questions. In other words, pragmatists are reflexive about what they choose to study and 
how they choose to do so (Guba & Lincoln, 2005). 
 
In terms of the role of particular traits, previous literature has introduced Narcissism as one of 
the main predictors of social media use (Buffardi & Campbell, 2008; Carpenter, Green, & 
LaFlam, 2011; Mehdizadeh, 2010; Ong et al., 2011). Ryan and Xenos (2011) found that 
Facebook users tend to be higher in Narcissism than non-users. However, measuring two types 
of Narcissism showed that Facebook non-users had a lower tendency to self- disclose, but higher 
covert narcissistic traits, whereas, frequent users scored higher on overt narcissism and reported 
more intimate friendships than non-users. Research suggested that frequent users maintain close 
friendships in both online and offline context (Ljepava et al., 2013). 
 
Kapidzic (2012) found Narcissism to be a predictor of motivations behind Facebook profile 
picture selection in which Narcissists tend to emphasize appearance attractiveness, presenting an 
ideal self.  However, these studies did not measure Big Five personality traits in interaction with 
Narcissism and therefore considered Narcissism as a single influential factor in determining 
photo related behaviour. 
 
In a more recent study, Ong et al. (2011) compared the role of Extraversion and Narcissism on 
adolescents’ self-presentation on Facebook. They showed that Extraversion significantly 
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predicted the number of uploaded photos and the number of friends on Facebook over and above 
Narcissism where Narcissism remained a non-significant factor. However, Narcissism predicted 
a higher level of self-ratings of profile pictures attractiveness as well as the reported higher 
frequency of Facebook status updates over and above Extraversion.  
 
Accordingly, Narcissism was added to the research variables because of two main reasons: a) to 
look at the relationship between Narcissism and photo-sharing motivations; b) to scrutinize the 
predictive power of Narcissism in interaction with the Big Five traits, particularly Narcissism 
and Extraversion, to find the most influential predictors in determining certain photo-sharing 
motivations. In the present study, the role of Narcissism on photo-sharing motivations is 
measured as a personality factor added to the Big Five traits. 
 
Furthermore, PEW statistics from an extensive survey conducted in the USA showed that more 
than half of online users post their own photos, while about 42% of them re-post online photos 
of others (Duggan & Brenner, 2013). It is expected that sharing one’s own or original photos 
should be differentiated from sharing others’ photos. It seems there is a distinction between 
sharing these two types of information on Facebook that the first one is more personality 
revealing but the second is more about general information sharing. In particular, Study One of 
this thesis provided some evidence suggesting this difference. For example, it was found that 
users high on Neuroticism as well as users high on Extraversion have big collections of photos in 
their Facebook profile (some possible reasons for that effect are discussed in Chapter 3). 
However, the characteristics of these two traits are very different and even contrast with each 
other in many ways. For example, Extraverts do not mind being the centre of attention; they are 
easy going and favour social settings and activities, whereas individuals high on Neuroticism 
have few social skills, get upset easily and worry about things. Furthermore, as extensive self-
disclosure is potentially identity-threatening and can result in many offline and online 
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consequences, extensive photo sharing seems to be aligned with different characteristics of 
Extraversion but not Neuroticism. Although there is not much literature available in this regard, 
it is expected that there are personality differences between those who are visual content creators 
(and mainly share their own photos) and those who are content curators (and mostly re-post 
others’ photos online). Anecdotal evidence leads the author to expect that highly Neurotic users 
might be more inclined to re-post photos or share images of others that have already been 
uploaded online, rather than creating new content and /or sharing their own pictures. 
 
Therefore, the two main aims of this study are first to validate the photo-sharing motivations 
found in Chapter 5 and then to identify the role of the Big Five personality traits and Narcissism 
in determining specific motivations of users for sharing photos via social media sites. Therefore, 
a series of Hierarchical regression analyses will be conducted to examine the question of which 
traits predict certain photo-sharing motivations. This study is driven by the research questions 
below:  
6.1.1 Research Questions 
 
1. Are there any personality differences between those who are visual content creators 
(sharing original or own photos) versus those who are content curators (re-posting others’ 
photos)? 
2. What are the main motivations for photo sharing on social media?  
3. Can the Big Five personality traits and Narcissism predict certain photo-sharing 
motivations on social media?  
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6.2 Method 
 
6.2.1 Participants 
 
A total of 245 participants filled in an online survey (see Appendix 9). They were invited via 
various methods. The majority of the participants, 68.1% (n=167), were recruited by adverting 
the study online, in open Internet forums, networks and available Internet mailing lists (e.g. 
Social Psychology Network, Selfie research Facebook page and AIR - Association of Internet 
Researchers -mailing list) along with snowball sampling. Only 31.8% (n=78) were from the 
University of Wolverhampton Psychology students’ participant pool receiving participation 
credits. As a study requirement, respondents needed to be over the age of 18 and define 
themselves as ‘active’ on at least one social media platform.  
 
Participants were from 33 countries. 126 participated from the UK (51.4%), 48 respondents were 
from the US (19.6%), 10 from South Africa (4.1%), 8 from Denmark (3.3%), 6 from 
Switzerland (2.4%) and 5 from Canada (2%) - representing the countries with more than four 
respondents. 
 
The full sample consisted of 161 females, 81 males, and 3 respondents who selected ‘no 
answer’.  Ages ranged from 18 to 79 years (age overall M=29.57, SD=10.51 years). For males, 
the mean age was 30.35 (SD=12.23 years), and for females, the mean age was 29.04 (SD=9.56 
years). Due to the method of the study, as using questionnaires and its design, (i.e. the survey 
contained skip logic), not all of the respondents gave answers for all the questionnaires. Thus, 
sample sizes slightly vary in different aspects of the analysis, and where applicable this is stated.  
However, personality and motivation questionnaires were completed in full, because these 
questions were set as mandatory. 
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6.2.2 Materials  
 
The study employed an online survey design created in Survey Monkey 
(http://surveymonkey.com). It consisted of separate pages including an information sheet, 
consent form, demographic questions, and general questions about participants' usage of social 
media sites (e.g. frequency of photo sharing), personality and photo motivation questions and 
finally the last page including debriefing information (see Appendix 9). 
 
The photo motivation statements were structured mainly from emergent themes (see Chapter 5) 
as well as a priori methods (by drawing on established theory, e.g. intrinsic, extrinsic, and 
amotivation) (Guay, Mageau, & Vallerand, 2003; Ryan & Deci, 2000). The questionnaire items 
were inoffensive – for example, ‘I upload/share photos because they will help me to remember 
the experiences I have had’ or ‘I have more control over how I present myself.’ 50 Likert-style 
statements were rated by participants in terms of how accurately each statement described the 
reasons why they shared photos on a scale of 1 (very inaccurate) to 5 (very accurate).  
 
To measure personality, the 50-item International Personality Item Pool (IPIP) was used for 
traits of Openness, Conscientiousness, Extraversion, Agreeableness and Neuroticism (Goldberg 
et al., 2006). This shorter version of the big five inventory has shown strong evidence of 
convergent and discriminant validity comparative to other longer inventories such as the NEO 
PI-R and NEO-FFI instruments (Costa & McCrae, 1992).  
 
Cronbach alpha reliability estimates for the IPIP 50-item scale reported on the IPIP website 
(ipip.ori.org) are as follows (Extraversion=.87, Agreeableness=.82, Conscientiousness=.79, 
Emotional Stability=.86, Openness=.84). IPIP internal consistency for this study measured with 
Cronbach’s coefficient alpha for all five factors. In line with previous literature on the reliability 
of IPIP Scales (e.g. Goldberg et al., 2006) the internal consistency for the present study was 
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excellent, (Extraversion=.88, Agreeableness=.83, Conscientiousness=.82, Emotional 
Stability=.85, Openness=.82). Each of the ﬁve domains comprises 10 items ranging from 1 
(Almost Never/Never) to 5 (Almost Always/Always). Almost equal number of items in each 
domain scale are reverse-scored items. High scorer on Extraversion means being Extraverted 
and low scorer means being more Introverted. High scorer on Agreeableness means being more 
Agreeable and low scorer means being Disagreeable. High scorer on Conscientiousness means 
being more Conscientious, and low scorer means less Conscientious. High scorer on Emotional 
Stability means being more emotionally stable, and low scorer means being emotionally stable 
or more Neurotic. High scorer on Openness means being more open to new experiences, and low 
scorer means being closed to new experiences. 
 
Narcissism scores were also assessed, employing the Narcissism Personality Inventory (NPI)-16. 
The NPI-16 is a shorter, unidimensional measure of the NPI-40. It has been shown that NPI-16 
has face, internal, discriminant, and predictive validity to be used as an alternative measure to 
the longer version.  The NPI-16 score was calculated as the mean across the 16 pairs of items, 
with narcissism-consistent responses coded as 1 and narcissism-inconsistent responses coded as 
0 (Ames, Rose, & Anderson, 2006) with a Cronbach’s coefficient alpha of (.75) (Ames et al., 
2006). 
 
6.2.3 Procedure  
 
The online survey was piloted with 12 participants, mainly postgraduates at the University of 
Wolverhampton, with the primary aims to a) validate the photo-sharing motivations scale b) 
calculate on average how much time is needed for the full completion of the study c) improve 
the study design and page structure based on received feedback. This study gained ethical 
approval from the University of Wolverhampton, School of Health Ethics Committee. 
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Participants were presented with instructions and ethical information detailing what the study 
entailed and were required to complete a consent form to start answering survey questions (see 
Appendix 9). 
 
Using an online method for data collection is particularly beneficial for participants as they can 
access it at their convenience, in addition to which due to the design of the present study, 
participants could complete the survey in more than one sitting. Furthermore, it was advertised 
widely online to gather as generalizable a sample as possible. 
 
In the previous study, a series of focus groups was conducted to explore the motivations behind 
photo sharing in social media (see Chapter 5). Consequently, as a follow-up phase, the present 
study aimed to define the role of individual differences, particularly personality, in determining 
such motivations. Accordingly, a photo-sharing motivations scale was devised. To design this 
scale, the majority of those extracts that were mentioned in the report of Study Two were 
employed. Some statements were created by using the original wording. Others were reworded 
into questionnaires items. Additionally, by referring to the literature on motivations for the 
general use of Facebook (Papacharissi & Mendelson, 2010; Quan-Haase & Young, 2010; Smock 
et al., 2011; Orchard et al., 2014), a series of statements was developed and added to the scale to 
test whether ‘passing time’ could be another key reason for photo sharing (as a specific feature 
use). In total, the photo-sharing motivations scale contained 50 items.  
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6.3 Data Analysis and Results 
6.3.1 Descriptive Statistics 
 
6.3.1.1 Top Three Preferred Platforms for Photo Sharing 
 
Participants were also asked to rank the three websites they mainly post their photos to; 
therefore, they selected their 1st to 3rd choices. Table 14 shows what percentage among those 
who selected a platform (e.g. Facebook) preferred it as their first, second or third choice for 
uploading photos (see columns 2, 3, and 4). Overall, 81.2% included Facebook in their top 3 
choices of most preferred photo sharing site (n=199), 46.1% selected Instagram in their top 3 
choices (n=113), and 39.6% included Twitter (n=97), following by Pinterest, Google+, Flicker 
and Tumblr. In other words, 70.4% of the sample reported Facebook and 51% reported 
Instagram as their first choice for photo sharing, indicating that these two platforms are far more 
popular than other social media for the purpose of photo sharing (see Table 14). 
 
 
Table 14. Preference for the First Top Three Platforms for Photo Sharing  
 
 Amongst the Top Three 
Preferences (%) 
First Choice 
(%) 
Second Choice 
(%) 
Third Choice 
(%) 
 
Facebook 81.2 70.4 22.1 7.5  
Instagram 46.1 51.3 42.5 6.2  
Twitter 39.6 5.2 36.1 58.8  
Pinterest 12.7 3.2 29.0 67.7  
Google+ 12.2 10.0 26.7 63.3  
Flicker 7.8 21.1 42.1 36.8  
Tumblr 9.8 12.5 41.7 45.8  
   
Note: N=245 
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6.3.1.2 Privacy Setting: Photo Visibility on the Social Media Profile 
 
Participants also answered a question about their account privacy settings based on the website 
they selected as their first choice for photo sharing (see Table 15). The majority of the sample 
(60.5%, n=130) reported ‘Friends/ followers only’, followed by other options ‘I customize my 
privacy settings, because it depends on the photo I share.’ (21.4%, n=46), ‘Public/ everyone’ 
(14%, n=30), ‘Only me’ (2.3%, n=5) and finally ‘I do not know. I have never changed the 
privacy’ (1.9%, n=4). 
 
Table 15. Level of Visual Visibility on the Social Media based on Privacy Setting of the Preferred 
Platform for Photo Sharing. 
 Frequency Percent Valid 
Percent 
 
 
Public/ everyone 30 12.2 14.0  
Friends/ followers only 130 53.1 60.5  
Only me 5 2.0 2.3  
I customize my privacy 
settings because it depends on 
the photo I share. 
46 18.8 21.4  
I do not know. I have never 
changed the privacy options. 4 1.6 1.9  
Total 215 87.80 100.  
 
Note: N=215 
 
 
6.3.1.3 Number of Active Social Media Accounts 
 
When asked about the number of ‘active’ social media accounts participants owned, on average 
63.7% participants (n=155) reported having between 1 and 3 accounts (M=3.09, SD=1.64), 18% 
(n=44) reported having four accounts, 9.8% (n=24) reported five and 8.5% (n=21) reported 
having more than 5 active social media accounts. 
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6.3.1.4 Relationship Status 
 
Participants were asked about their relationship status. More than half of the sample (55.5%, 
n=136) reported being in a relationship, from which 28.2% were ‘in an exclusive relationship’, 
23.7% ‘married’ and 3.7% ‘engaged’, while approximately half reported either ‘not currently in 
a relationship’ (35.5%), ‘It’s complicated’ (4.9%), ‘No Answer’ (2.4%) and ‘In an open 
relationship’ (1.6%). 
 
6.3.2 Photo-related Behaviour 
 
6.3.2.1 Three Different Activities: Taking, Sharing and Re-posting Photos  
 
The first research question was aimed to find any personality differences between those who are 
visual content creators (i.e. sharing original or own photos) versus those who are content 
curators (i.e. re-posting others’ photo). To examine which of the personality traits can determine 
preferences for these certain photo-related behaviours, three hierarchical regression analyses 
(backward), were conducted that presented below. To control the effect of age and gender 
(dummy-coded), these variables were entered in step 1 as control variables (Model 1), and the 
Big Five traits plus Narcissism were entered into Step 2 (Model 2). 
 
Furthermore, a series of between-subject t-tests were conducted to examine any differences 
between gender and how often users a) take photos, b) share their own photos and c) re-post 
others’ photos. There was a significant effect for gender (t (162) =3.811; p<.001), with women 
more frequently taking photos than men as well as more frequently sharing their own photos (t 
(240)=2.751; p=.006), but there was no significant difference between gender and frequency of 
re-posting others’ photo. Hence, women are likely to engage in more photo taking in everyday 
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life as well as photo sharing on social media, but there is no significant difference between 
gender and tendency to re-post photos online.  
 
6.3.2.2 Being a ‘Creator’ versus ‘Curator’ of Visual Content 
Considering that being a visual content creator versus being a content curator are two different 
photo-related behaviours on social media, the correlation between these variables was tested in 
addition to the effect of age and gender. There is a strong positive correlation between frequency 
of taking photos and sharing original or own photos online (r(164)=.66, p<.001). There is also a 
positive correlation between frequency of taking photos and re-posting others’ photos 
(r(164)=.27, p<.001) and between frequency of sharing and re-posting photos (r(245)=.27, 
p<.001), demonstrating that those who take photos more frequently also share their photos more 
often. Furthermore, they are more likely to engage in other photo-related activities such as 
selecting and sharing others’ visual content on social media. In general, sharing original photos 
is more common than re-posting photos on social media as self-centred media. 
 
Studying the correlation matrix showed that age did not have a significant influence on any of 
these photo-related behaviours. In addition, there was no effect of gender on re-posting photos. 
However, a positive correlation between gender and taking photos (r(164)=.28, p<.001), and a 
positive correlation between gender and sharing photos (r(164)=.17, p<.001), were observed, 
indicating that women take photos and share their own photos online more often. Thus, women 
more frequently create visual content, but in terms of re-posting or curating visual content, 
gender does not play a significant role. It should be acknowledged that as it is explained in the 
method section (see 6.2), some sample sizes in this study are unequal in different aspects of the 
analysis because not all the respondents gave answers for all the questionnaires where it was not 
mandatory. In the following subsections, further analysis was conducted to test the effect of 
gender and personality on predicting these three photo-related activities. 
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6.3.2.3 Taking Photos in Everyday life 
 
Running hierarchical regression analyses age and gender emerged as significant predictors in the 
first step (F (2,146)=10.81, p=.001, R2=.12) explaining 12% of the variance. However, when 
personality traits entered into the model, only the effect of gender remained significant in the 
second step, (F (8,206)=1.860, p=.05, R2=.23), indicating that the effect of gender (i.e. female) 
in predicting the likelihood of more frequent photo taking in everyday life is over and above 
personality traits. In other words, personality variables showed a nonsignificant effect on the 
frequency of photo taking in this model. However, it is noteworthy that Extraversion and 
Neuroticism both approached significance level (see Table 16) for coefficients of all independent 
variables). 
 
Table 16. Coefficients Associated with Regression Predicting Frequency of Photo Taking in 
Everyday Life 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 3.050 .504  6.052 .000 
Age .036 .017 .163 2.099 .038 
Gender 1.215 .280 .336 4.334 .000 
 
 
 
 
 
2 
 
(Constant) 
 
.307 
 
1.261 
  
.243 
 
.808 
Age .025 .017 .115 1.507 .134 
Gender .816 .312 .226 2.619 .010 
Extraversion .039 .021 .177 1.853 .066 
Agreeableness .023 .027 .086 .857 .393 
Conscientiousness .027 .022 .105 1.274 .205 
Emotional 
Stability 
-.039 .021 -.165 -
1.896 
.060 
Openness .029 .028 .090 1.053 .294 
Narcissism .065 .050 .117 1.290 .199 
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6.3.2.4 Re-posting Photos on Facebook 
 
Although gender emerged as a significant predictor in the first step of the hierarchical regression 
(F (2,212)=4.011, p=.02, R2=.03), Neuroticism emerged as the sole significant predictor in the 
second step, when personality traits entered into the equation, adding 3.1% of the variance to the 
final model (F (8,206)=1.860, p=.05, R2=.67). The final model showed that the effect of 
personality is over and above the effect of gender (i.e. female) in predicting the preference for 
re-posting photos online. It shows that Neurotic individuals have a preference for being a curator 
on social media rather than a visual content creator like Extraverts (see Table 17, for coefficients 
of all independent variables). 
 
Table 17. Coefficients Associated with Regression Predicting Frequency of Re-Posting Photos on 
Social Media 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 2.015 .434  4.646 .000 
Age .019 .012 .107 1.580 .116 
Gender .677 .275 .167 2.465 .015 
 
 
 
 
 
2 
(Constant) 3.267 1.235  2.646 .009 
Age .022 .013 .119 1.636 .103 
Gender .511 .315 .126 1.621 .107 
Extraversion .006 .020 .025 .302 .763 
Agreeableness -.012 .028 -.036 -.418 .676 
Conscientiousness -.015 .021 -.051 -.703 .483 
Emotional 
Stability 
-.042 .020 -.161 -
2.085 
.038 
Openness .017 .026 .052 .647 .519 
Narcissism .033 .048 .056 .700 .485 
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6.3.2.5 Photo Sharing on Facebook 
 
Conducting hierarchical regression, gender emerged as a significant predictor in the first step (F 
(2,212)=7.151, p=.001, R2=.06), while age remained non-significant, indicating that females 
more frequently share their photos on social media. In the second step, Extraversion emerged as 
the sole significant personality predictor, adding 4.6% of the variance to the final model (F (8, 
206)=3.163, p=.002, R2=.10). The final model showed that females and more extraverted 
individuals have a preference for being visual content creators on social media. (see Table 18 for 
coefficients of independent variables). 
 
Table 18. Coefficients Associated with Regression Predicting Frequency of Photo Sharing on 
Social Media 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 3.381 .379  8.918 .000 
Age -.009 .011 -.056 -.834 .405 
Gender .868 .240 .241 3.614 .000 
       
 
 
 
 
 
2 
(Constant) 3.142 1.070  2.937 .004 
Age -.011 .012 -.070 -.983 .327 
Gender .895 .273 .248 3.278 .001 
Extraversion .041 .017 .194 2.404 .017 
Agreeableness -.010 .024 -.036 -.423 .673 
Conscientiousness -.001 .018 -.004 -.060 .952 
Emotional 
Stability 
-.008 .017 -.036 -.479 .633 
Openness -.012 .023 -.042 -.537 .592 
Narcissism .044 .041 .083 1.065 .288 
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6.3.3 Factor Analysis: Photo-sharing Motivations Scale 
To address the second research question “what are the main motivations are for photo sharing on 
social media?” and to define the factor structure, motivational statements were subjected to 
Exploratory Factor Analysis. The initial photo sharing questionnaire consisted of 50 statements 
which 227 participants rated on a 5-point Likert scale (from ‘very inaccurate’ to ‘very accurate’) 
the extent to which each item accurately described their photo-sharing motivations. Principal 
Component Analysis was selected as the method of extraction and Varimax as the method of 
rotation for item reduction. In the process of item reduction, factor loadings less than 0.4 were 
suppressed, and loadings of 0.48 or greater were considered statistically significant, and only 
these loadings were kept (see Field, 2005). In fact, ‘choice of the cut off for size of factor 
loading to be interpreted is a matter of researcher preference’ (Tabachnick & Fidell, 2007 cited 
in McAndrew & Jeong, 2012). Therefore, in this study, the decision on defining the cut off was 
determined by observing the results and based on what it is suggested by Field (2005). 
 
In addition, items which cross-loaded were completely removed or allocated to the cluster in 
which they showed higher loading, resulting in a final pool of 43 statements. The sample size 
adequacy test, KMO and Bartlett's Test, indicated that the assumptions of Sphericity 
(χ2=7561.811; p=.001) were met and the present sample size was shown to be adequate (Kaiser-
Meyer-Olkin=.912). Seven factors were extracted based on eigenvalues larger than 1 and by 
looking at the results of a Scree plot. Cronbach’s alpha and inter-item correlations were 
calculated, and all alphas were above 0.7 to the satisfactory level, showing the highest possible 
internal consistency (see Appendix 11). The overall amount of variance accounted for was 
62.18%. Structure matrix and factor loading (eigenvalues and scale reliabilities) are reported in 
Table 19. 
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The first factor was labelled ‘self-expression and self-presentation’ with the most loading, 
including items such as ‘I have more control over how I present myself’ or ‘I want to be viewed 
more positively by certain people.’ This factor accounted for the highest amount of variance, 
32.8%. It refers to the extent to social media users share photos for self-expression and 
managing the impressions of other users. The second factor was labelled ‘life documentation and 
keeping memories’, accounted for 9.7% of the variance. It refers to the extent to which users 
share photos online to keep a record of what they have done, also the use of their profile as 
storage for recording life experiences. 
 
The third factor was labelled ‘maintaining social relationships’ and accounted for 5.4% of the 
variance. It refers to the extent to which individuals use social media platforms to form and 
maintain social relations via photo sharing. The fourth factor was labelled ‘Obligations /social 
pressure’ and accounted for 4.2% of the variance. It states the extent to which individuals feel 
obliged to upload and share photos within their networks. Sample items are ‘I feel that others 
expect me to do so’ or ‘I do not want to feel left out.’ 
 
The fifth factor was labelled ‘passing the time’ and accounted for 4.1% of the variance including 
items such as ‘It helps me to relieve the boredom’ or ‘Sometimes I do not have better things to 
do’. The sixth factor was categorized as ‘enjoyment and entertainment’ and accounted for 3.6% 
of the variance including statements such as ‘It is fun’ or ‘It makes me happy.’ The last factor, 
which accounted for the least amount of variance (2.4%), was categorized as ‘visual 
communications’ including items such as ‘Photos can tell much more compelling stories’ or 
‘Photos can tell what words cannot describe’. It refers to the preference for visual 
communications as a more powerful method of interacting with others.  
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6.3.3.1 Factor Analysis: Rotation Component Matrix 
 
Table 19. Factor Loadings and Internal Reliability for the Photo-Sharing Motivations Scale 
 
 1 2 3 4 5 6 7 
Factor 1: Self-expression & Self-presentation 
I have more control over how I present myself. .748       
 I can influence what other people think of me. .688       
I am interested in what others think about me. .685       
I can show different sides of myself. .677       
I want to show off. .648       
I can select photos to project a certain lifestyle to others. .648       
I want to show others what I am capable of. .635       
I want others to know about the things I have achieved. .617       
I want others to see me as I really am. .615       
I want to be viewed more positively by certain people. .614       
 My online photos help me to become popular. .591       
I want others to see how good I look. .579       
Factor 2: Life Documentation and Keeping memories 
They will help me to remember the experiences I have had.  .820      
It helps me to keep a record of what I have done.  .809      
They help me to look back and remember what I have done.  .776      
They are always there when I need them.  .721      
They are a good reminder of the things that have happened in my life.  .707      
They will stay there forever like my everlasting memory.  .706      
Factor 3: (Maintain) Social Relationships 
 They help me to share my life with people who I rarely see in person.   .777     
They help me to keep my distance relationships going.   .727     
Other people would be interested to know what I have been up to.   .711     
I like to keep my friends in the loop.   .697     
I can share memories of my experiences.   .589     
They help me to share memories of events involving other people.   .576     
They help me to bond with others 
. 
  .532     
Factor 4: Peer /Social Pressure 
I feel obliged to.    .775    
 I feel that others expect me to do so.    .753    
 I do not want to disappoint certain people.    .711    
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Note. N=228. Loadings < .48 suppressed.  
 
6.3.4 Correlations  
 
As shown in a correlation matrix (see Table 20), several clusters were positively and 
significantly inter-correlated to some extent. The findings show that there are no definite 
(absolute) motivations for sharing a photo in social media. When users share a photo, the shared 
photo helps them to gratify several needs and pursue several goals at the same time. For 
example, sharing a photo can gratify a self-presentation need, help the user maintain social 
relationships, document the event of the photo and at the same time s/he may see some level of 
enjoyment in her/his action and may have some preferences in visual communication. However, 
the main question that this study is interested in how personality determines specific motivations 
for photo sharing. In other words, are certain personality traits more strongly associated with 
specific motivations for sharing photos over others? 
I do not want to feel different.    .698    
I do not want to feel left out.    .637    
Everyone does it.    .564    
I would feel guilty if I did not.    .556    
Factor 5: Passing time 
It helps me to relieve the boredom.     .802   
It helps me to pass the time.     .781   
Sometimes I do not have better things to do.     .781   
It distracts me from other things I need to do.     .759   
Factor 6: Enjoyment 
It is my hobby.      .786  
It is an interest of mine.      .782  
It is fun.      .577  
It makes me happy.      .489  
Factor 7: Visual Communications 
Photos can tell what words cannot describe.       .824 
Pictures speak louder than words.       .741 
Photos can tell much more compelling stories       .629 
Cronbach’s alpha .916 .918 .878 .870 .881 .818 739 
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Table 20 .A Correlation Matrix to Show Inter-correlation between Motivational Factors for 
Photo Sharing on Facebook 
 
 F1 F2 F3 F4 F5 F6 F7 
F1. Self-presentation 1       
F2. Life Documentation .458** 1      
F3. Social Relationships .452** .633** 1     
F4. Obligations/Social Pressure .593** .357** .309** 1    
F5. Passing time .459** .434** .249** .485** 1   
F6. Leisure .472** .476** .534** .316** .373** 1  
F7. Visual Communications .262** .399** .424** .147* .127 .412** 1 
Note. N=227, **. Significant at the 0.01 level (2-tailed). *. Significant at the 0.05 level (2-tailed). 
 
 
6.3.5 Personality Trait as a Predictor of Photo-Sharing Motivations 
 
In response to the third research question “which personality traits predict certain photo-sharing 
motivations?”, a series of backward hierarchical regression analyses were conducted. Similar to 
the previous analysis the effect of age and gender were controlled (dummy-coded), by entering 
them in step 1 as control variables (Model 1) and the Big Five traits plus Narcissism into step 2 
(Model 2). Thus, motivational factors were regressed first on demographic variables, and then 
personality factors. 
6.3.5.1 Self-expression & Self-presentation 
 
Age was revealed as a significant predictor in the first step (F (2,195)=9.44, p=.001, R2=.08), 
indicating that younger participants are more motivated to upload photos for self-presentation, 
explaining only 8% of the variance, while the effect of gender was not significant. The second 
step, containing personality traits, largely added to the explanation of the final model with 18.9% 
added to the variance (F (8,189)=9.05, p=.001, R2=.27) with a total of 27%. It means that 
personality variables account for substantial unique variance in self-presentation as the first and 
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strongest motivational factor for photo sharing. The two traits of Conscientiousness and 
Narcissism were significant predictors. Highly Narcissistic and low Conscientious individuals 
are more likely to be motivated to upload photos for self-presentation (see Table 21 for 
coefficients of all independent variables).  
 
Table 21. Coefficients Associated with Regression Predicting ‘Self-Presentation' as a Photo 
Sharing Motivation 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 3.137 .210  14.958 .000 
Age -.022 .006 -.260 -3.775 .000 
Gender .219 .132 .114 1.657 .099 
 
 
 
 
 
 
2 
(Constant) 3.251 .529  6.143 .000 
Age -.024 .006 -.291 -4.265 .000 
Gender .234 .137 .122 1.708 .089 
Extraversion .000 .008 .001 .012 .990 
Agreeableness .021 .012 .137 1.724 .086 
Conscientiousness -.044 .009 -.328 -4.895 .000 
Emotional 
Stability 
-.003 .008 -.022 -.312 .756 
Openness .009 .012 .061 .810 .419 
Narcissism .089 .020 .332 4.466 .000 
 
 
6.3.5.2 Life Documentation and Sharing Memories 
 
Age and gender emerged as significant predictors in the first step (F (2,195)=10.54, p=.001, 
R2=.09), indicating that younger and female participants are more likely to share their memories 
online and make use of media platforms to keep records of their life. In the second step, 
Extraversion and Agreeableness emerged as significant personality predictors, adding 7.3% of 
the variance to the final model (F (8,189)=4.85, p=.001, R2=.17). Highly Extravert and highly 
Agreeable individuals are more likely to be motivated to upload photos for the purpose of 
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documenting their lives and keeping memories (see Table 22, for coefficients of all independent 
variables). 
 
Table 22. Coefficients Associated with Regression Predicting ‘Life Documentation and Sharing 
Memories’ as a Photo Sharing Motivation 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 3.493 .254  13.750 .000 
Age -.016 .007 -.159 -2.325 .021 
Gender .581 .160 .249 3.634 .000 
       
 
 
 
 
 
2 
(Constant) 3.240 .690  4.697 .000 
Age -.016 .007 -.156 -2.129 .035 
Gender .390 .179 .167 2.184 .030 
Extraversion .023 .011 .172 2.121 .035 
Agreeableness .033 .016 .179 2.096 .037 
Conscientiousness -.008 .012 -.051 -.712 .477 
Emotional 
Stability 
-.018 .011 -.129 -1.693 .092 
Openness -.023 .015 -.119 -1.480 .141 
Narcissism .015 .026 .046 .584 .560 
 
6.3.5.3 Relationship Maintenance (Keeping Connections via Sharing Memories) 
 
Gender was a significant predictor in the first step, while the effect of age remained not 
significant (F (2,195)=10.17, p=.001, R2=.09). In the second step, Agreeableness and 
Conscientiousness emerged as significant personality predictors, adding 8.7% of the variance to 
the final prediction model (F (8,189)=4.85, p=.001, R2=.17). Thus, photo-sharing motivations of 
females and those who are high in Agreeableness but low in Conscientiousness are associated 
with social relationships. For example, they make new friends or maintain their friendships 
online (see Table 23 for coefficients of all independent variables). 
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Table 23. Coefficients Associated with Regression Predicting ‘Relationship Maintenance’ as a 
Photo Sharing Motivation 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 3.031 .208  14.547 .000 
Age .004 .006 .050 .731 .466 
Gender .591 .131 .310 4.508 .000 
       
 
 
 
 
 
2 
(Constant) 2.000 .561  3.564 .000 
Age -.002 .006 -.020 -.278 .781 
Gender .465 .145 .243 3.194 .002 
Extraversion .014 .009 .131 1.623 .106 
Agreeableness .025 .013 .168 1.980 .049 
Conscientiousness -.022 .010 -.164 -2.305 .022 
Emotional 
Stability -.004 .009 -.038 -.502 .616 
Openness .019 .012 .119 1.495 .137 
Narcissism .010 .021 .038 .484 .629 
 
6.3.5.4 Obligations /Social pressure 
 
In the first step, age was a significant predictor, while the effect of gender remained not 
significant (F (2,195)=4.48, p=.012, R2=.04). In the second step, age became a non-significant 
predictor, but Conscientiousness alone added 7.6% of the variance to the final prediction model. 
It was the sole significant predictor (F (8,189)=3.22, p=.002, R2=.12). Thus, Unconscientious 
users are more likely to share photos online because they feel obliged to and under social 
pressure (see Table 24 for coefficients of all independent variables).  
 
 
 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  247 
 
Table 24. Coefficients Associated with Regression Predicting ‘Obligations/ Social Pressure’ as a 
Photo Sharing Motivation 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 2.361 .199  11.859 .000 
Age -.015 .005 -.195 -2.767 .006 
Gender .099 .125 .056 .791 .430 
       
 
 
 
 
 
2 
(Constant) 3.427 .541  6.331 .000 
Age -.011 .006 -.143 -1.899 .059 
Gender .090 .140 .051 .644 .520 
Extraversion .007 .008 .068 .818 .414 
Agreeableness .008 .012 .061 .693 .489 
Conscientiousness -.029 .009 -.231 -3.119 .002 
Emotional 
Stability -.011 .009 -.101 -1.281 .202 
Openness -.013 .012 -.089 -1.078 .282 
Narcissism .022 .020 .087 1.059 .291 
 
6.3.5.5 Passing Time 
 
In the first step, age was a significant predictor for the passing time motivation, which alone 
explained 14.5% of the variance, but gender remained non-significant (F (2,195)=16.55, p=.001, 
R2=.14). In the second step, three personality traits of Conscientiousness, Emotional Stability 
and Openness together added 10.7% of the variance to the final prediction model 
(F(8,189)=7.98, p=.001, R2=.25). Consequently, the final prediction model for passing time as 
one of the photo-sharing motivations explained 25.3% of the variance. Thus, the passing time 
motivation is associated with younger users and in terms of personality, individuals who score 
low on Conscientiousness, Emotional stability and/or Openness are more motivated to relieve 
boredom by uploading their photos online (see Table 25 for coefficients of all independent 
variables). 
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Table 25. Coefficients Associated with Regression Predicting ‘Passing Time’ as a Photo Sharing 
Motivation 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 3.345 .253  13.230 .000 
Age -.037 .007 -.354 -5.310 .000 
Gender .243 .159 .102 1.529 .128 
       
 
 
 
 
 
2 
(Constant) 5.926 .670  8.848 .000 
Age -.026 .007 -.255 -3.665 .000 
Gender .327 .174 .137 1.883 .061 
Extraversion .015 .010 .107 1.394 .165 
Agreeableness -.015 .015 -.083 -1.020 .309 
Conscientiousness -.030 .011 -.178 -2.608 .010 
Emotional 
Stability -.022 .011 -.151 -2.091 .038 
Openness -.033 .015 -.169 -2.220 .028 
Narcissism .038 .025 .114 1.504 .134 
 
6.3.5.6 Enjoyment & Entertainment 
 
Gender emerged as a significant predictor in the first step (F (2,195)=4.82, p=.009, R2=.47), 
indicating that female participants are more likely to be motivated to share photos as their 
interest or a hobby. In the second step, Conscientiousness emerged as the sole significant 
personality predictor, adding only 2.9% of the variance to the final model (F (8,189)=1.95, 
p=.05, R2=.76). Therefore, female and low Conscientious users are more motivated to upload 
their photos as a means of enjoyment and entertainment (see Table 26 for coefficients of all 
independent variables). 
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Table 26. Coefficients Associated with Regression Predicting ‘Enjoyment and Entertainment’ as 
a Photo Sharing Motivation 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
1 
 
(Constant) 2.747 .222  12.353 .000 
Age -.007 .006 -.080 -1.130 .260 
Gender 
 .382 .140 .192 2.726 .007 
 
 
 
 
 
2 
(Constant) 2.605 .620  4.198 .000  
Age -.008 .007 -.091 -1.182 .239 
Gender .326 .161 .164 2.027 .044 
Extraversion -.008 .010 -.071 -.830 .408 
Agreeableness .024 .014 .156 1.734 .085 
Conscientiousness -.021 .011 -.149 -1.971 .050 
Emotional 
Stability .001 .010 .005 .058 .954 
Openness .003 .014 .018 .210 .834 
Narcissism .023 .023 .081 .966 .335 
 
6.3.5.7 Visual Communications 
 
The last prediction model appeared to be a non-significant model in both steps; neither the first 
model for age and gender (F (2,195)=1.55, p=.213, R2=01) nor the second model for personality 
traits (F (8,189)=1.66, p=.115, R2=.02) accounted for a significant percentage of the variance in 
visual communication. It could be noteworthy that there was weak evidence of a significant 
effect (Hutcheson, 1999; McCloskey & Ziliak, 2008) of Openness as a predictor. Furthermore, 
studying the correlation matrix of the variables showed significant correlations between 
Openness, r (198)=.20, p=002, and Agreeableness, r (198)=.14, p=019, with the motivation for 
visual communication via photo sharing. This theme relates to statements surrounding the 
preference for uploading photos instead of using other services such as mere textual status 
updates or adding a photo to a status update in order to be better understood and communicate 
more easily and quickly (see Table 27 for coefficients of all independent variables). 
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Table 27. Coefficients Associated with Regression Predicting ‘Preference for Visual 
Communication’ as a Photo Sharing Motivation 
 
 
 
 
 
Model 
 
 Unstandardised 
Coefficients 
Standardised 
Coefficients 
 
 
 
B Std. Error Beta 
 
t Sig 
 
 
1 
(Constant) 3.163 .209  15.123 .000 
Age .006 .006 .076 1.067 .287 
Gender .202 .132 .110 1.530 .128 
 
 
 
 
 
2 
 
(Constant) 
 
2.295 
 
.578 
  
3.972 
 
.000 
Age .001 .006 .009 .118 .906 
Gender .062 .150 .034 .415 .679 
Extraversion -.003 .009 -.025 -.288 .774 
Agreeableness .019 .013 .132 1.462 .145 
Conscientiousness -.009 .010 -.069 -.900 .369 
Emotional 
Stability -.008 .009 -.072 -.890 .375 
Openness .023 .013 .154 1.803 .073 
Narcissism .025 .022 .096 1.135 .258 
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6.4  Discussion 
 
Chapter five of this thesis explored photo-sharing motivations on Facebook. As a follow-up 
study, this chapter verified the qualitative results of the previous study by employing a 
quantitative approach. Seven motivations were identified from the factor analysis of the photo-
sharing motivations scale, including: ‘self-expression and self-presentation’, ‘keeping and 
sharing memories/ life documentation’, ‘relationship maintenance’, ‘Obligations/social 
pressure’, ‘passing time’, ‘enjoyment and entertainment’, and ‘Preference for Visual 
Communication’. Furthermore, employing the new approach to the uses and gratifications 
model, this study went beyond explaining and categorizing gratifications for photo sharing by 
addressing the role of individual differences and personality traits in determining these 
motivations. Therefore, these motivations were better explained based on each trait 
characteristics and personality expressions. 
 
6.4.1 Motivations for Photo Sharing on Social Media 
 
‘Self-expression and self-presentation’ describe the extent to which social media users are 
motivated to upload photos for the purpose of disclosing information about the self. In particular, 
it was found that this motivation has two dimensions and is related to how much users share 
visual information for creating or maintaining an impression (particularly positive) through 
posting photos. The other dimension is related to the extent to which users are motivated to have 
an authentic self-presentation. For example, the statement below reflects the importance of 
genuine self-presentation for some users. “I want others to see me as I really am.” This 
motivation can be similar to the two motivations introduced by Malik et al. (2016) that were 
labelled as ‘seeking affection’ and ‘seeking attention’. They suggested that these motivations are 
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the strongest motivational factors for photo sharing on Facebook, they also indicated that these 
two factors were highly correlated.  
 
Malik et al. (2016) argued that Facebook users share photos both to express and get appreciation, 
as well as to get and show care. Users are also motivated to feel important and get attention from 
their network in the form of exchanging ‘likes’ and ‘comments’ on shared photos (Malik et al., 
2016). Furthermore, attention seeking has previously been found to be one of the main 
motivations for photo sharing in Flickr (Malinen, 2011). It seems seeking attention and affection 
are parts of the process of self-expression and self-presentation on social media and it can cover 
these two motivations. 
 
Malik et al. (2016) labelled ‘disclosure’ as another distinct motivation for Facebook photo 
sharing. It referred to disclosing personal information about oneself or closely related people. 
Previous literature, particularly in the field of communication, recognized ‘disclosure’ as one of 
the main gratifications of general Facebook use (Hollenbaugh & Ferris, 2014; Malik et al., 2016; 
Quan-Haase & Young, 2010). However, ‘disclosure’ cannot be a purposeless act and users do 
not post photos in social media to disclose personal information per se. There should be some 
underlying reason for self-disclosure. For example, when users share photos and talk about 
themselves or others, they expect a benefit from it, and they want to gratify certain needs 
depending on the type of photos they share. The frequency of sharing or re-sharing photos can 
also depend on the motivations behind them.  
 
Furthermore, Study One (phase one) of this thesis suggested that an increased level of visual 
disclosure is a consequence of using Facebook for a longer period of time. It is believed that 
‘self-expression and self-presentation’ labelled in the present study also cover the ‘disclosure’ 
motivation found by Malik and colleagues (2016). 
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‘Keeping and sharing memories/ life documentation’ includes the extent to which users are 
motivated to use social media as a medium for keeping photos online as well as sharing 
memories. Those who have the ‘life documentation’ motivation are more motivated to use their 
profile as safe storage for their photos. Facebook users may also see their profiles as a nostalgic 
archive of visual memories, in which they try to post photos of occasions they wish to record and 
access later (Orchard et al., 2014). 
 
‘Relationship maintenance’ is related to the motivation for using shared photos for the purpose 
of keeping connections with others; for instance with people whom users meet offline or people 
with whom they maintain a distance relationship. Here are two examples of the items that reflect 
this gratification: “They help me to share memories of events involving other people” and “They 
help me to bond with others”.  Again, ‘relationship maintenance’ is similar to Malik et al.’s 
(2016) ‘social interaction’ motivation, where photo sharing is done with an aim to continue and 
maintain offline or online relationships. 
 
‘Obligations/social pressure’ describes photo uploaders who are motivated to post photos 
because they feel obliged to share photos under pressure of their peers to look cool and trendy, in 
order to be accepted in their group or community. As they may see photo sharing as normative 
behaviour in social media, they feel the need to follow such norms to be considered an active 
member of their peer or social group. Past research on the general use of social media also 
suggests that users who seek social influence gratifications tend to feel the need to follow a 
societal trend and may experience a pressure to be part of a peer group (Papacharissi & 
Mendelson, 2010). Research by Malik and colleagues (2016) on Facebook photo-sharing 
motivations seems to label this same motivation ‘social influence’. 
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The majority of the motivational studies on the general use of social media, as well as feature 
use such as photo sharing (Malik et al., 2016), found habitual passing of time to be a principal 
motivation for users (Papacharissi & Mendelson, 2010; Smock et al., 2011; Quan-Haase & 
Young, 2010). In agreement with the literature, the findings showed that social media users who 
are motivated by ‘passing time’ are more likely to see photo sharing as a way to relieve boredom 
or a distraction from other tasks that they need to do. Such users not only share photos as part of 
their usual online activities but also habitually engage with photo sharing. 
 
The ‘Enjoyment and entertainment’ motivation describes the extent to which users are motivated 
to upload photos for the enjoyment they gain from it. Such users are more likely to find photo 
sharing a fun and entertaining activity. The literature on the general use of social media 
(Papacharissi & Mendelson, 2010; Smock et al., 2011; Quan-Haase & Young, 2010) and photo 
sharing (Malik et al., 2016) found this to be another key motivation. 
 
The last motivational factor found in this study is ‘Preference for Visual Communication’, which 
refers to the preference for using visual methods of communications for showing emotions, 
desires, interests and situations. This motivation consisted of items such as ‘photos can tell much 
more compelling stories’ or ‘photos can tell what words cannot describe’. This motivation seems 
to be related to almost all photo uploaders; however, those who are motivated by visual 
preference as one of their main motivations supposedly share more visual content than textual 
posts, probably because they believe that photos can better transmit their messages. Photos 
uploaded in social media act as a means for implicit user self-presentation (Zhao et al., 2008). 
Using photos for communication purposes is not a recent phenomenon; however, by sharing 
photos, social media users can let others gain awareness of their feelings, interests and life 
events with a sense that they may be seen as friendlier. Others can also experience a feeling of 
co-presence in an event they documented (Biocca et al., 2003).  
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Identifying seven factors for photo sharing highlights various intentions of users for this specific 
feature use. Furthermore, the fact that these motivations are intercorrelated provides evidence 
that photo sharing can fulfil several gratifications for users simultaneously because they are not 
mutually exclusive and more than one motivation will be satisfied during a user experience of a 
medium and particularly from certain content creation. For example, a blogger may post while 
having several intentions in mind, such as ‘selective disclosure’, ‘social networking’ and 
‘advertising’ (Fullwood et al., 2015). In the next section, the role of the Big Five personality 
traits and Narcissism is discussed in determining these motivations. 
 
6.4.2 Personality as a Predictor of Photo-Sharing motivations on Social Media 
 
6.4.2.1 Narcissism as a Predictor of Photo-Sharing Motivations 
 
As mentioned above ‘self-expression & self-presentation’ was revealed as the first and strongest 
motivational factor for photo sharing. It refers to the extent that users share photos for self-
expression and managing the impressions of other users.  This motivation was best predicted by 
the level of Narcissism. Narcissists tend to engage in activities and choose social settings in 
which they could possibly gain approval from others to maintain their inflated self-image (Back 
et al., 2010; Judge, LePine, & Rich, 2006; Paulhus & Williams, 2002). 
 
Results showed that Narcissists are not frequent photo uploaders but Extraverts are. This 
suggests that Narcissists make the most of photo sharing for self-presentation to put themselves 
in the best possible light through careful selection of photos. Related literature suggests 
Narcissism as the main predictor of social media use and photo related activities such as very 
careful selection of profile pictures (Kapidzic, 2012; Ong et al., 2011). In the majority of 
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previous studies; however, Narcissism was measured as the only personality trait (e.g. 
Mehdizadeh, 2010; Buffardi & Campbell, 2008; Kapidzic, 2012). One strength of the present 
study is the measuring the predi 
ctive power of Narcissism in interaction with the Big Five traits to be able to scrutinize the most 
influential traits in determining the frequency of photo uploading and self-presentational 
motivations. Particularly, the interaction between the Extraversion and this trait in determining 
photo-sharing motivations. 
 
Present finding is in contrary to the general notion that extensive photo uploaders are Narcissists. 
Narcissists do not post photos as frequently as Extraverts do, but when they post photos their 
main motivation is self-presentation and leaving desired impressions or even manipulating 
others. If they posted their photos extensively, they would not have adequate control over the 
undesired messages that may be ‘given off’ from several shared photos, or at the least, they 
would have to spend a large amount of time on photo sharing to choose a better photo or the best 
possible ones. This is an important point that has been ignored in previous research. A closer 
look at the type of photos Narcissists choose as their profile picture manifests this personality 
characteristic. Users higher on Narcissism tend to choose and post photos in which they 
emphasize physical attractiveness more than other users (Kapidzic, 2012; Ong et al., 2011), 
presenting an ideal self, rather than a real self. Such evidence also supports the present findings. 
Therefore, it is suggested that frequency of photo sharing and the number of posted photos over 
time should be measured as two separate online behaviours in research on the role of personality.  
 
Narcissists have a high need for self-presentation. They also have a feeling of superiority and an 
exaggerated sense of self-importance. Social media serves them as a favourable arena for self-
presentation and attention seeking online (Fullwood, 2015). For example, Narcissists can brag 
about their accomplishments and achievements in the form of status updates, check-ins (i.e. 
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showing their geographic location), and particularly posting photos from where they are and 
what they are doing (e.g. travelling abroad, having a luxury holiday). Notably, photos can 
perform as visual evidence of one’s attractiveness and social status (Fullwood, 2015). 
 
6.4.2.2 Extraversion as a Predictor of Photo-Sharing Motivations  
 
The results showed that in daily life Extraverts take photos more frequently. They also upload 
photos they take to their profile more often. Thus they are found to be visual content creators on 
social media. People can see more of outgoing individuals in everyday life and so too in the 
online world. In terms of their incentives, Extraversion only predicted ‘keeping and sharing 
memories’ motive. Highly Extravert individuals are more likely to be motivated to upload photos 
for the purpose of documenting their lives as well as keeping memories. They not only feel less 
regret over what they share (Moore & McElroy, 2012) but also their main motivation for 
creating and sharing visual content is documenting their experiences (including typical photos of 
what they did and where they have been) as well as announcing it to their large audience. They 
have more offline and online friends and by sharing photos online, they enhance their existing 
social relationships. It is also suggested that by posting photos they feel happier and more 
content with their current friendships, supporting the rich-get-richer hypothesis (Zywica & 
Danowski, 2008) and the extended real-life hypothesis (Back et al., 2010). 
 
6.4.2.3 Agreeableness as a Predictor of Photo-Sharing Motivations  
 
Agreeableness was found to be a predictor of two main photo-sharing motivations, ‘life 
documentation’ and ‘maintain social relationships’. These motivations reflect an attribute that 
values sociability and friendliness. High Agreeableness is linked to interpersonal skills for 
promoting social interactions. Furthermore, previous research showed that users with a 
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relationship maintenance motivation derive the most satisfaction from using Facebook (Special 
& Li-Barber, 2012). Individuals high on Agreeableness are motivated to develop more trusting 
and positive relationships with others. In general, they are more likely to engage in more socially 
acceptable activities, and on Facebook, they tend to make more comments on their friends’ post 
(Wang et al., 2012), probably positive and encouraging comments to show that they like and 
care about their friends’ life.  
 
In the blogosphere, Agreeable individuals generally make positive statements and avoid talking 
about negative issues in their blogs (Gill et al., 2009). Present findings suggest that by posting 
photos not only do Agreeable users benefit from documenting the minutiae of their life but also 
they utilise photo sharing features to keep and promote relationships and associations via social 
media.  
 
Furthermore, these findings can be explained by referring to expectancy theory which is one of 
the dominant theories of motivation (Ferris, 1977). Given expectancy theory, the value of a 
reward to an individual, and the perceived possibility that the reward will happen if the 
individual puts effort into achieving it will determine the amount of motivation to perform the 
action. Findings suggest that highly Agreeable users gain both intrinsic (i.e. positive affect of 
being liked) and extrinsic (i.e. ‘likes’, ‘comments’ and ‘tags’) rewards from photo participation 
and these can support the assumption that they attain their expected outcomes from photo 
sharing on social media more than other users. 
 
6.4.2.4 Conscientiousness as a Predictor of Photo-Sharing Motivations  
 
The findings show the negative correlation between Conscientiousness and several motivational 
factors. This trait was found to be a significant predictor of five out of the seven tested photo-
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sharing motivations: ‘self- expression and self-presentation’, ‘social relationship maintenance’, 
‘Obligations/social pressure’, ‘passing time’, and ‘enjoyment and entertainment’. This indicates 
that Unconscientious users are motivated to share their photos for various different reasons, and 
by sharing photos they pursue several goals simultaneously, in contrast to highly Conscientious 
individuals who chiefly exhibit goal-directed behaviours in their life and focus on specific 
actions to attain certain outcomes (John & Srivastava, 1999). Findings from Study One (phases 
one and two) suggest this similar pattern of behaviour where high Consciousness was found to 
be a predictor of creating more photo albums to organize photos as well as self- tagging in 
photos on Facebook. 
 
As another example from online behaviour of high Conscientious users, Fullwood et al. (2015) 
found that one motivation of Conscientious bloggers is maintaining their blogs mainly for social 
networking, suggesting a more organised approach to maintaining relationships and utilising 
online facilities in a more controlled way. It is also suggested by their study that 
Unconscientious users benefit from the ‘one-to-many’ communication style on social media, in 
which interpersonal interactions have become easier and quicker, but less goal-specific or self-
directed. As such one photo update would be seen by all connections in one’s network. 
 
Interestingly, Conscientiousness was the only trait that predicted the ‘Obligations/social 
pressure’ motivation as well as the ‘enjoyment and entertainment’ motivation. Low 
Conscientious users are likely to spend more time on social media (Wilson et al., 2010; Ryan & 
Xenos, 2011). Some lines of research also showed that such users upload photos extensively on 
social media (Bachrach et al. (2012). Furthermore, it seems opposite to high Conscientious users 
they are less likely to feel regret over what they share (Moore & McElroy, 2012). In agreement 
with present findings, Lin and Lu (2011) studied the motives of extensive social media users and 
found ‘enjoyment’ to be the most dominant factor in joining and engaging with social media. 
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They also found the number of peers in one’s network to be the second most influential factor 
encouraging users towards participation and content creation on social media. 
 
Enjoyment is known to be an intrinsic motive, whereas ‘social pressure’ can be considered as an 
extrinsic motive (Csikszentmihalyi, 1990; 1997). Findings suggest that low Conscientious users 
not only perceive photo sharing as a leisure activity which is congruent with their personality 
needs of being laidback but are also more motivated to share them because of the perceived 
external pressure of their peers’ expectations. Therefore, it is suggested that experiencing 
pleasure from photo sharing leads low Conscientious users to continue photo participation on 
social media for several other reasons, such as ‘passing time’. It seems the feeling of both 
pleasure and pressure makes them become more driven to habitually pass time in this way than 
other users are. 
 
6.4.2.5 Neuroticism as a Predictor of Photo-Sharing Motivations 
 
Neuroticism predicted the extent to which social media users were motivated to pass time by 
sharing photos. Passing time has repeatedly been identified in communication literature as a 
widespread motivation for media use, from traditional media to modern communications via 
smartphones (e.g. Sheldon, 2008b). However, the question is how Neuroticism determines 
‘passing time’ as a photo sharing motivation.  
 
Abundant research suggests that Internet users may employ CMC to alleviate negative feelings 
and to cope with real-life communication difficulties by spending time online and engaging with 
media compulsively (e.g. Kardefelt-Winther, 2014). The concept of the compensatory potential 
of media use is not a new idea. In early studies on traditional media use, researchers linked 
excessive TV watching with social anxiety and difficulty with dealing with real-life situations, 
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that may lead them to self-  and entertain themselves instead of doing more important tasks and 
activities (Kardefelt-Winther 2014). 
 
Furthermore, Orchard et al. (2014) found the association in the use of social media between 
Neuroticism and the escapism motivation, which can be a similar label for ‘passing time’ 
motivation in the present study. Users high on Neuroticism are even prone to the compulsive use 
of the Internet, or what is also has been referringed to as Internet addition (Kayiş et al., 2016). 
Earlier, Ryan and Xenos (2011) found a correlation between the amount of time spent on SNS 
and Neuroticism. In the present study; however, participants were not asked how much time they 
spent on sharing photos, but participants high on  Neuroticism agreed to a larger extent with 
statements such as ‘sometimes I do not have better things to do’ and ‘it distracts me from other 
things I need to do’. This reveals the escapist nature of their photo sharing behaviour.  
 
In addition, in the present study sharing one’s own and original photos has been differentiated. 
Interestingly, the findings showed that users who are higher on the trait of Neuroticism tend to 
re-post photos and share photos they found online more than other users. In contrast to 
Extraverts, who were found to be visual content creators, Neurotics are content curators on 
social media. This can explain several similar findings regarding the association between 
Neuroticism and presentation of an idealized or false self, as Neurotics also tend to demonstrate 
different identities online (Seidman, 2013). 
6.4.2.6 Openness as a Predictor of Photo-Sharing Motivations 
 
The only motivation predicted by the level of Openness was ‘passing time’. The findings show 
low Open individuals are more motivated to pass time by sharing photos on social media. Highly 
Open individuals have a preference for cultural participation, outdoor activities and exciting 
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recreational pursuits through which they can fulfil their need for pursuing new experiences 
(Kraaykamp & Eijck, 2005).  
 
The present results indicate that low Open social media users are more likely to engage with 
social media to pass time by posting photos, which seems a safe way of relieving boredom 
online. It is in agreement with the findings of previous literature (Kayiş et al., 2016) suggesting a 
negative correlation between openness to new experiences and Internet addiction. By 
temperament, low open people are less interested in trying new things. It seems true in choosing 
online activities, in contrast to highly Open users (Wang et al. (2012). As an  example, Wang et 
al. (2012), showed that highly Open users are more interested in playing online group games 
using social media, which is a new possibility and different experience for them. Once more, the 
findings suggest the importance of studying specific feature use in social media. 
 
6.5 Strengths and Limitations 
 
There are several strengths in the present study. In terms of the sample they are a) participants 
were invited via various methods from face-to-face on the university campus, and snowball 
sampling to an online advertisement in open Internet forums, networks and Internet mailing lists. 
B) Only about one-third were from the Psychology students’ pool. C) Participants were from 33 
countries with a little more than half of them from the UK and about 20% from the US. D) There 
was also a wide age range from 18 to 79 years, with 10 years of standard deviation. E) 
Personality and motivation questionnaires were set as mandatory; therefore, they were 
completed in full, and there was no missing data in the two main datasets under examination. 
 
Another strength of the study is that sharing one’s own or original photo has been differentiated 
from sharing others’ photo, whereas previous research ignored this difference. Study One (phase 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  263 
 
one) found Neuroticism as a predictor for having a big collection of photos and voluminous 
photo albums on Facebook; however, Study One (phase two) did not find any associations 
between the content of photos and level of Neuroticism in photo uploaders. From the 
observations of the Facebook profiles in the process of developing the photo codebook, the 
author anticipated that highly Neurotic users might be more inclined to re-post photos or share 
images of others rather than their original or own pictures. Following the results from Study 
One, phases one and two, in this study frequency of re-posting photos was measured, and 
Neuroticism was found to be a predictor for re-posting or sharing photos of others. Measuring 
this factor was unique to this study. However, further research may need to specifically measure 
how many of the photos in a profile are the user’s original photos, and whether users higher on 
Neuroticism have more re-posted photos in their profiles.  
 
In terms of the study limitations, although substantial effects of the Big Five personality traits 
and Narcissism on motivations for photo sharing were found, undoubtedly, other influential 
factors could account for the remaining amount of variance that was not explained. Thus, as also 
suggested by some scholars, measuring other factors, such as self-esteem, should be explored 
(Tazghini & Siedlecki, 2013; Wall et al., 2016) in future. Users with low self-esteem have self-
protective orientation. On Facebook they can carefully think about their self-presentation or 
what to post, avoiding the awkwardness of face-to-face interactions (Wall et al., 2016). 
 
Interestingly, other lines of research by Forest and Wood (2012) suggest that generally, people 
with low self-esteem perceive Facebook as a safe and appealing venue for self-disclosure and 
self-presentation; however, in practice, social media is not as beneficial for gaining social capital 
as they might expect from their self-disclosure. Therefore, users with low self-esteem do not 
gain as many social rewards as users with high self-esteem will do. As a result, they might not 
continue with content creation and extensive self-disclosure as much as they are inclined to do. It 
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could be because users with high self-esteem perform more effective self-presentation behaviour 
on social media, and therefore maintain a positive and likeable image of themselves (Fullwood, 
2015); whereas the low positivity and high negativity of the content from users with low self-
esteem may result in unexpectedly decreased support or undesirable feedback from others 
(Forest & Wood, 2012). 
 
From another perspective, and following the findings from the focus group discussions in Study 
Two, the majority of Facebook users tend only to browse posted photos. Some users ‘like’, but 
an even smaller number of them ‘comment’ on posts. Social media users generally tend to 
comment favourably even if they do not find a photo appropriate or flattering (it could be related 
to their own impression management to look friendlier and supportive). Furthermore, 
considering the offline base relationships in social media, it is highly unlikely that one would 
leave negative or humiliating comments on photos from one’s network. Therefore, it could be 
possible that users with lower self-esteem are more motivated for photo sharing, particularly for 
self-presentational purposes and selective self-disclosure in order to create the desired image, 
seek reassurance and intimacy, or for escapism.  In summary, the results indicate that one 
observable action (that is, photo sharing) is driven by different incentives which can be 
determined and predicted to a large extent based on one’s personality traits.  
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6.6 Conclusions  
 
This study was one of the first to discover motivations for photo sharing on social media, with a 
focus on defining the influence of personality to determine each motivation. The key findings 
consist of the following. A) Users differ in their motivations for posting photos online. B) Users 
with specific personality traits are more likely to upload and share photos for certain goals, even 
after controlling for other potential factors such as age and gender. C) the majority of the sample 
(70.4%) use Facebook (followed by Instagram (51%)) as their first choice for photo sharing, 
indicating that these two platforms are far more popular than other social media for the purpose 
of photo sharing. D) There is not a significant difference between how many active social media 
accounts one has and how often one uploads or re-posts pictures to them. By far, Facebook is the 
preferred platform, and after twelve years, it still acts as the main social networking platform.  
 
This study confirmed that personality traits as a mechanism are largely goal-oriented (McCabe 
& Fleeson, 2013). Users with different personality traits pursue photo-sharing goals that are in 
line with their personality needs. Furthermore, this study extends research on personality 
expression and the influential role of personality characteristics to identify how various 
psychological needs can be gratified through engagement with a photo-sharing site, via 
producing or circulating visual content. 
 
The present findings can also be explained by referring to expectancy theory (Ferris, 1977). It 
proposes that the amount of effort a person puts into an action can be defined based on the 
perceived value one has in mind along with the outcomes one expects (Vroom, 1964). It appears 
that different personality traits gain benefits based on their needs and what they expect from 
engaging with photo-related activities.  
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Similarly to the findings from previous chapters, the present results fit well within the main 
concept of uses and gratifications theory (LaRose, 2009). When an individual shares a photo, the 
shared photo helps the uploader to gratify several needs and pursue several goals at the same 
time. For example, sharing a photo can gratify a self-presentation need, help the user to maintain 
social relationships, document the event of the photo and at the same time provide some level of 
enjoyment in the action that may reinforce further actions.  
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7 CHAPTER 7: FINAL DISCUSSION AND SUMMARY 
7.1 Introduction  
 
Uses and gratifications theory is underpinning the main part of this thesis and extending research 
from focusing on how and why people use specific features of social media, toward investigating 
what type of content they generate and why. More importantly, it explored the role of 
personality factors by identifying several visual expressions of personality or personality cues 
where certain traits find chances to manifest through Facebook photos. 
 
This thesis can be summarized into three main parts. The first study included an exploration of 
the relationship between personality traits and photo-related behaviours on Facebook to define 
the predictive power of the Big Five personality traits in determining certain behaviours (e.g. the 
frequency and type of photos users share). Content analysis of actual data was used to find 
online personality cues in Facebook profiles. In order to find a user’s pertinent personality cues 
within a Facebook profile, it was shown that certain personality traits can be identified from 
photo related behaviour manifested in specific parts of a profile. For example, the level of 
Extraversion can be identified by looking at the total number of uploaded cover photos, and 
conscientiousness can be captured by looking at the total number of self-generated photo 
albums. For Agreeableness, one should consider the average number of received ‘likes’ and 
‘comments’ on photos, and for Neuroticism, the tendency to re-post online photos rather than 
sharing one’s original photos.  
 
Are Not only certain personality traits manifested in different photo themes, but also the Big 
Five personality traits can be predicted by the location of specific photo types. For example, 
observing a large number of cartoons and graphics in the tagged photo section of the profile can 
be indicative of low level of Agreeableness; whereas having many cartoons and graphics in the 
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tagged photo section as well as the general photo albums of the profile can be revealing of a high 
level of Openness. As another example, uploading more photos from buildings and places in 
general photo albums, where the profile owners are more flexible about what they share, 
suggests a low level of Extraversion that may not manifest in other visual sections of a profile.  
 
The second part of the thesis focused on the 2-step procedure common in uses and gratifications 
research which is running a qualitative study by employing focus group discussions and 
conducting thematic analysis to explore photo-sharing motivations and then running a survey 
using factor analysis to find overarching possible motivations. In order to employ uses and 
gratification, the concept of ‘use’ should be defined based on what best gratifies users’ needs. 
People consume media according to their perception of what it can do for them. This thesis 
suggests that the amount of generated specific content such as a number of uploaded photos, and 
created photo albums can be a better measure of ‘use’ for studying users’ gratifications rather 
than frequency of Facebook logins or the time spent on social media.  
 
LaRose and Eastin (2004) employed social cognitive theory (Bandura, 1986) to introduce a new 
perspective to the uses and gratifications model. In the new modification of this model, 
gratifications sought to explain user media exposure, but gratifications expected can explain the 
reasons for future exposure (LaRose & Eastin, 2004). Accordingly, in the new approach, the 
previous formulation of the gratifications sought/gratifications obtained shifted to gratifications 
expected. In particular, Study Two and Study Three took this prospective approach for a better 
understanding of why people shared their photos online and asked about what gratifications 
users have obtained from photo sharing as well as what gratifications users expect to meet in the 
future. Furthermore, it was found that different users with different personality traits generate 
certain content, which is related to the gratification they have already sought, as well as the 
outcome they expect from it. 
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The third part of this thesis focused on defining and predicting the role of personality traits in 
determining certain photo-sharing motivations in social media, where Study Three tried to first 
validate findings from Study Two and then identified the role of personality traits in determining 
users’ specific motivations in uploading and sharing photos, not only on Facebook but also 
broadly on social media platforms. It also offers insight into the interaction between personality 
traits and motivations. 
 
In this concluding chapter, a summary of a) general key findings, and b) the findings related to 
each personality trait will be discussed separately in terms of two aspects of ‘good’ information: 
the amount (quantity) and relevance (quality) of visual information to personality (Blackman & 
Funder, 1998; Funder, 1999; Letzring et al., 2006). 
 
7.2 Summary of General Key Findings 
 
Study One (phases one and two) showed that there are several visual cues on Facebook that 
make personality prediction possible. Facebook photo content can reveal users’ life preferences 
and priorities and/or at least how they want to present themselves and be perceived by others. 
Furthermore, certain themes are prevalent in different sections of Facebook profiles, indicating a 
dissimilar function (or different norms) of each visual section (i.e. profile picture, cover and 
tagged) for users. For example, the majority of sampled profile pictures were self-portrait 
depicted the users on their own, while half of the sampled cover photos portrayed the users 
engaged in social activities, and the other half were pictures from the scenery. 
 
Although the length of Facebook membership has been widely ignored in previous research on 
predictors of social media use, Study One (phase one) indicates that the length of prior 
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experience is an influential factor on the quantity of personality-relevant information. For 
example, Facebook membership length alone predicted the total number of tagged photos and 
profile pictures. Put differently, in general; the longer users are members of Facebook, the more 
visible they will be as they are more likely to add a new profile picture and/or be tagged in more 
photos.  
 
Study Two revealed that motives for the general use of Facebook could differ from motives for 
the use of particular features. As ‘self-expression and self-presentation’, ‘keeping and sharing 
memories/ life documentation’, and ‘preference for visual communication’ appeared to be three 
unique factors encouraging users to share photos. While three different motives, including 
‘relationship maintenance’, ‘social/peer pressure’, ‘enjoyment and entertainment’ were similar to 
previously identified literature on the general use of social media and Facebook. Furthermore, it 
showed that the majority of the sampled social media users were constantly online and remained 
connected to their profile (which was mainly Facebook). Specifically, they were continuously 
logged in via their mobile phone. In most cases, looking at others’ photos was a daily routine, 
and ‘likes’ on photos were much more common than ‘comments’ on others’ posts. Viewing 
friends’ photos and photo updates were one of the main motivations for connecting to and 
browsing Facebook.  
 
Study Three showed that Facebook is still the most preferred platform for photo sharing and 
there is not a significant difference between how many active social media accounts one has and 
how often one uploads or re-posts pictures to them. The majority of the sample (70.4%) use 
Facebook to share photos online. Therefore, Facebook is by far the preferred platform, indicating 
that it acts as a base for photo sharing. In the final study, sharing photos of others (for example, 
from Facebook groups and public pages) is considered a different behaviour from sharing one’s 
own photos. In particular, there are personality differences between those who are visual content 
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creators (i.e. sharing original or own photos) versus being a content curator (i.e. re-posting 
others’ photos). Furthermore, users differ in the motivations for sharing photos online, and 
individuals with specific personality traits upload and share photos for certain goals, even after 
controlling for other potentially important factors such as age and gender. 
 
7.3 Summary of Personality Key Findings 
 
7.3.1 Manifestation of Extraversion in Social Media  
 
In terms of quantity of personality-relevant information, the results of Study Three show that 
high Extraverts not only take photos more frequently in daily life but also more often upload a 
large number of their own photos online. Thus, they are visual content creators on social media. 
Furthermore, in Study One (phase one) Extraversion predicted having a higher number of photos 
in albums and selecting more cover photos specifically for one’s profile on Facebook. Extraverts 
also have more ‘untitled’ Facebook albums. It means that they are more likely to leave their 
albums without any categorization and labelling. Considering the large number of photos and 
albums high Extraverts have, it seems that giving titles to every album would be a lot more time-
consuming for them than for other users (see Chapter 2 for a full discussion of the results). 
 
In terms of quality of personality-relevant information, the results of the second phase of Study 
One show that Extraversion predicted a preference to upload more with other photos in which 
several aspects of their lives are portrayed; for example, whom they spend time with, what they 
were doing and where they attend events etc. Conversely, Introversion predicted a preference to 
upload significantly more places/locations only photos where they have a minimal visual 
presence (see Chapter 3 for a full discussion).  
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Regarding photo sharing incentives, Study Three revealed that highly Extravert individuals are 
more motivated to upload photos for the purpose of documenting their lives, sharing and keeping 
memories online. More Extraverted people feel less regret over what they share (Moore & 
McElroy, 2012) and their main motivation for creating and sharing visual content is 
documenting their relationships, interests and hobbies as well as announcing them to a large 
audience in their online network. Extraverts typically have more offline and online friends. It is 
suggested that by sharing photos, they not only enhance their existing social relationships, but 
also feel happier and more content with their current friendships, supporting the rich-get-richer 
hypothesis (Zywica & Danowski, 2008) and the extended real-life hypothesis (Back et al., 2010) 
(see discussions in Chapter 3 and 4 for further details).  
 
7.3.2 Manifestation of Agreeableness in Social Media  
 
In terms of quantity of personality-relevant information, Agreeableness can be predicted via 
other-generated content as highly Agreeable users receive more ‘likes’ and ‘comments’ on their 
Facebook pictures (see Chapter 3 for a full discussion). Through further investigation on the 
content of Agreeable users’ photos, it is evident that they tend to have significantly more self-
portraits where they give an impression of likeability and warmth by wearing a smile. Smiling 
indicates a tendency for social engagement, approachability and friendliness (Frith, 2009). Also, 
people associate smiling with other positive attributes such as intelligence due to positive halo 
effect (Lau, 1982). 
 
Conversely, low Agreeable users have significantly more serious or neutral facial expressions in 
their self-portraits. Highly Agreeable users also prefer sharing more photos of socializing in 
photo albums, where they portray doing fun activities and showing interest in spending time 
with others. Additionally, considering the construction of their photo albums, they tend to be 
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emotionally expressive; for instance, by describing the album content and using emoticons as 
part of an album name. It seems they even take it as an opportunity for strengthening and 
maintaining their relationships with the people in their photos. This can further explain the 
higher number of ‘likes’ and ‘comments’ that highly Agreeable users receive on their posted 
photos (see Chapters 3 and 4 for a full discussion of these findings). 
 
Hong et al. (2012) showed that only when other-generated comments are in line with self-
generated content, will users be perceived as socially attractive, and exaggerated positive self-
presentations cannot be effective without audience validation. It is suggested that highly 
Agreeable users are successful in online impression management. In other words, the present 
results provide support that the visual information cues Agreeable users provide are congruent 
with their personality needs. Additionally, it may be safe to posit that Facebook users try to 
foster online relationships with more Agreeable Facebook friends, following their offline warm 
and friendly behaviour, by leaving ‘comments’ and/or ‘likes’ on their photos.  
 
On the other pole of this trait, Disagreeableness predicted preference for uploading more 
cartoons/graphics in photo albums. They also have more cartoons/ graphics in the tag photo 
section of their profile. In contrast to the popular visual culture on social media like Facebook, 
where the majority of the visual content, and in particular tagged photos, displaying the profile 
owner having fun and socializing, being associated with more comics and illustrations can be the 
least appealing visual presence for a user. 
 
Agreeableness is known as a communion trait and is defined by the desire to be part of a larger 
social community or group (Howitt, 2002; Graziano, Habashi, & Sheese, 2007). This need is 
shown in their photo content as well as photo-related motivations, as Agreeableness was found 
to be a predictor of two main photo-sharing motivations: ‘life documentation’ and ‘maintain 
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social relationships’. These motivations of Agreeable users can shed more light on why they put 
effort into better organization and construction of their photos through photo albums in their 
Facebook profile. Therefore, it is suggested that there is good quality information on social 
media profiles to predict the level of Agreeableness of a user.  In particular, photo sharing 
provides good opportunities for more Agreeable users to not only document their lives but also 
to utilise visual features to maintain their social relationships and connections in a modern and 
popular way.  
 
Accordingly, the everyday activities of Agreeable individuals in general, and photo sharing in 
particular seem relevant to the main component of expectancy theory (Ferris, 1977). It is 
suggested that they benefit from sharing photos to gratify their personality needs while meeting 
their expectations both internally/ intrinsic (i.e. positive affect of being liked) and externally/ 
extrinsic (i.e. ‘likes’, ‘comments’ and ‘tags’). However, longitudinal studies need to be done to 
see if Agreeable users’ goals of photo sharing on social media (i.e. life documenting and 
maintaining relationships) are met as they expected. Additionally, future studies may examine 
total received likes and comments in order to gain deeper insight as to whether more attention in 
the form of likes and comments will actually meet their expectations and lead to maintaining or 
continuing their relationships. 
7.3.3 Manifestation of Conscientiousness in Social Media   
 
In terms of quantity of personality-relevant information, the results of the first phase of Study 
One showed that level of Conscientiousness predicted uploading more videos and creating more 
photo albums on Facebook, suggesting that highly Conscientious users are more likely to use 
Facebook’s visual features for storing their photos and video files in a more organized and 
systematic way. Further examination of the photo content and themes from the same sample in 
phase two of Study One showed that such users tend to have more self-portrait tagged photos. 
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Once more, it might manifest the goal-oriented characteristics of Conscientious individuals, who 
use Facebook to document and store their photos and videos online rather than for the main 
purpose of sharing with others and/or expanding their connections. Therefore, Conscientiousness 
might be accurately perceived by observing object only profile pictures, and self-portrait tagged 
photos rather than seeing a photo of the user (which is the most common type of photo in both of 
these visual sections).  
 
Object only photos are the least popular type of profile picture. As a profile picture is always a 
public representation, it is suggested that having a profile picture other than a photo of oneself, 
might indicate the need for privacy and/or less interest in visual self-presentation on social 
media. However, on the other side of the spectrum, users low on Conscientiousness are more 
likely to share overt self-expression such as funny self-portraits for their profile picture. 
Furthermore, low Conscientiousness predicted uploading significantly more nature,/animal/pet 
photos to one’s general photo album. Therefore, observing significantly more photos of this type 
in various photo albums of a Facebook user might be an indicator of the low level of 
Conscientiousness (see Chapter 3 and 4 for a full discussion).  
 
In terms of motivations behind photo sharing, the findings of the final study demonstrate that 
Unconscientious social media users have a variety of photo-sharing motivations including ‘self-
presentation’, ‘social relationship maintenance, ‘social pressure’, ‘passing time’, and ‘enjoyment 
and entertainment’. Interestingly, low Conscientiousness emerged as the sole significant 
personality predictor of ‘enjoyment’ and ‘passing time’, showing the effect of low 
Conscientiousness on sharing photos less purposefully.  
 
Enjoyment and entertainment have been shown as the most dominant factors in joining and 
engaging with social media (Lin & Lu, 2011) and it might be that the feeling of enjoyment from 
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photo sharing might generate other motivations for low Conscientiousness users to upload a 
variety of photos extensively (see Chapters 5 and 6 for a full discussion). Other lines of research 
suggested that highly Conscientious social media users do not choose Facebook for maintaining 
social bonds as they seem to use blogs for this purpose (Fullwood et al., 2015). This may also 
suggest that they use Facebook mainly as a means to document their own lives, as this could be 
more for the benefit of themselves than for the benefit of others, whereas low Conscientious 
users use Facebook habitually rather than purposefully.  
7.3.4 Manifestation of Neuroticism in Social Media  
 
In terms of quantity of personality-relevant information, the results of Study One (phase one) 
showed that in total, highly Neurotic users tend to have significantly more pictures in their 
Facebook profiles. They also tend to have voluminous albums. It seems they upload a lot of 
photos into one album rather than make new albums each time. The follow-up examination of 
the photo themes in the second phase of Study One did not find any diagnostic cues of 
Neuroticism. Contrary to general expectations and considering the amount self-disclosure, the 
literature shows that socially anxious individuals self-disclose either to the same degree as non-
socially anxious people or even more. For example, a dyadic interaction study (Heerey & Kring, 
2007) measured the number of words and self-talk duration and showed anxious people talk 
even more about themselves. However, the interesting point is that considering the depth and 
genuineness of their disclosures, highly anxious individuals not only disclose significantly less 
intimate aspects of themselves, but more superficial and less revealing aspects. Even to seek 
others’ approval, they may also disclose inauthentic or false self-descriptive information (Heerey 
& Kring, 2007), suggesting impression management. However, according to Orr (2013), this 
may ultimately exacerbate the situation, as initial inauthentic disclosures may lower self-esteem 
and sense of self while making a user more anxious about having to maintain the inauthentic 
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impression during future interactions. This makes inauthentic self-disclosure even less likely 
going forward.  
 
In line with this suggested explanation, Study One (phase two) found that Emotional Stability or 
having a low level of Neuroticism predicted having more self-portrait cover photos. It can be 
indicative of visual self-disclosure of low Neurotic users with more depth and breadth. However, 
it is important to note that since only 1.4% of the sampled cover photos contained this theme, 
such a result should be treated with caution and a bigger sample of cover photos is desirable to 
validate it. 
 
In Study One (phase two), no certain pattern was found that shows an association between 
Neuroticism and preference for any themes or types of photos on Facebook. Cue validity studies 
suggest that Neuroticism is as an ‘unobservable trait’ that hardly emits any valid cues, not only 
in face-to-face interaction in zero-acquaintance contexts (e.g. Funder, 1999) but also in online 
interactions (Gosling et al., 2011). For example, Stopfer and colleagues (2013) found 
Neuroticism is the least accurately judged trait based on either visual information (i.e. social 
media profile picture) or any other types of profile information.  
 
In this thesis, sharing own photos or original photos have been differentiated from re-posting 
online pictures or sharing photo of others. The final study showed that in contrast to Extraverts, 
who more frequently post a large number of original photos on social media and are visual 
content creators, Neurotic users more frequently re-post online photos and therefore are content 
curators on social media. This can explain similar findings regarding the association between 
Neuroticism and the presentation of various aspects of self, including an idealized or false self. 
A self-report study of Facebook users showed that Neurotics tend to demonstrate different 
identities online in order to be strategic in their self-presentation possibly to seek reassurance 
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(Michikyan et al., 2014). Another characteristic of such users is that they tend to conform to the 
behaviours and expectations of others to avoid making negative impressions (Orr, 2013), 
suggesting a high need for impression management to gain social support and/or feel less social 
anxiety. 
 
Neuroticism is the best predictor of both central needs of belongingness and self-presentation for 
Facebook use. Seidman (2013) explains that as highly Neurotic people are not communicative 
and socially skilled, they are particularly motivated to express different facets of the self on 
Facebook to meet the need of self-presentation online (Seidman, 2013). This can justify the 
finding of this thesis that Neurotic users can be extensive photo uploaders but their photo 
choices do not provide valid personality cues of their personality characteristics. Maybe because 
they tend to share others’ photos or re-post pictures rather than post original photos from their 
own lives. This can also reflect their tendency to have less risky behaviour than other users. 
When it comes to motivation, the results from the final study indicated that Neuroticism is 
related to photo sharing on social media with the aim of passing time. Once more, this may be 
indicative of compensatory Internet use in order to escape from real-life situations.  
 
Additionally, Hunt et al., (2012) examined the role of Computer-Mediated Communication 
Apprehension (CMCA) on motivations for using Facebook and showed that CMCA decreases 
one’s motivation for sharing expressive information and using interactive features such as 
updating one’s profile picture and posting photos. Communication apprehension (CA) refers to a 
state and trait-like anxiety about communication, being a relatively stable personality 
characteristic (Hunt et al., 2012). The findings on the correlation between Neuroticism and 
motivation could also be explained based on CMCA, where communication anxiety inhibits 
Neurotic users from direct self-expression through posting original or their own photos. It 
appears that in the highly visual context of social media, such users are more likely to re-post 
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and share others’ photos, which can be an indirect method of self-expression. It also suggests 
that they share photos of others as a method for escaping not only everyday life by passing their 
time online, but also to escape from the self where they do not have to share their own photos 
and have a visual presence (even in a profile picture), but still be active and circulate content in 
their network.  
 
7.3.5 Manifestation of Openness in Social Media  
 
The first phase of Study One found no significant effect of Openness on the quantity of 
Facebook photo-related activities. However, the second phase of Study One found several 
personality cues from the quality of personality-relevant information based on the type of posted 
photos. Users’ level of Openness can be predicted not only from the content of profile pictures 
but also from general photo albums on Facebook. Accordingly, Openness might be accurately 
shown by observing a) level of activeness in the profile picture, b) the pose of the profile owner 
in self-portrait photos, c) preference for uploading artistic pictures or artwork in general photo 
albums. 
 
Highly Open users are more willing to display their life preferences and the variety of activities 
they do in their profile pictures. However, users who are closed to new experiences have a 
preference for self-portrait or conventional styles of profile pictures which do not contain much 
information about user behaviour or activity. In terms of postural expressions of personality, the 
level of Openness indicates a user preference for a posed picture or a candid-like shot, which 
looks more creative, artistic as well as natural. Candid-like pictures also contain information 
about the person’s favourite activities. Additionally, highly Open users uploaded significantly 
more paintings, drawings and cartoons to various general albums in their Facebook profile. 
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Finally, Study Three showed that although the passing time motivation for photo sharing might 
be relevant every user, Openness was found to be a significant predictor of this common 
motivation, as users who are low on the openness scale are more motivated to engage with photo 
sharing as a means of spending time and relieving boredom. 
 
7.3.6 Manifestation of Narcissism in Social Media  
 
Although the focus of this thesis was on the five-factor model of personality, the effect of 
Narcissism was measured in the last study, mainly to examine the interaction between the 
Extraversion and this trait in determining photo-sharing motivations. Narcissists have a 
grandiose sense of self-importance and are obsessed with their attractiveness and appearance 
(Miller et al., 2011; Miller & Campbell, 2008b). They favour photos and photo sharing on social 
media (Fullwood, 2015; Ryan & Xenos, 2011); however, present results show that they do not 
upload photos as frequent as Extraverts do. Self-expression and self-presentation, which are 
typically associated with being Narcissistic, are suggested to be the main motive for the general 
use of Facebook (Seidman, 2013). In particular, and in line with previous similar results, the 
final study of this thesis found Narcissism to be a significant personality predictor of having self-
presentational goals for photo sharing. 
 
Narcissists are in high need for self-presentation, gaining not only approval but also admiration 
from others, while social media provides ample of different opportunity for them to fulfil these 
needs in various ways (Fullwood, 2015). For example, the number of friends is displayed 
publicly, and Narcissists tend to have a long list of contacts, suggesting that they are popular and 
have social capital. Typically, this list is publicly accessible and includes the names of contacts. 
Along with this system generated feature, Narcissists can brag about a number of received 
‘likes’ and ‘comments’ on their posts, especially the photos which are the most popular since 
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they show the interaction between a user and networks of contacts. The number of received 
‘likes’ and ‘comments’ can be considered a measure of popularity and also can be used as a tool 
for self-enhancement by users high on this trait (Fullwood, 2015). 
 
Literature suggests that those with high levels of Narcissism mainly create and maintain empty 
and inconsistent relationships with other people. That is why they immerse themselves in the 
exhibitionism to gain occasional attention as they used to do as a child to get much-needed 
attention and admiration from their parents (Schnure, 2013). Similarly, it seems that Narcissists 
engage with social media and maintain superficial relationships with a large number of online 
friends or followers simply by using the ‘one-to-many’ communication style, where many 
people could view what they share and attract their attention (Fullwood, 2015). This is a 
celebrity-like experience that can encourage Narcissistic users to engage in extensive self-
disclosure, where they also get inconsistent affection and feedback. 
 
There might be another reason that Narcissists typically make a large list of friends and/or 
followers on platforms such as Facebook, Twitter and Instagram.  Everyone in a user’s network 
may not always be available to offer attention through ‘likes’, ‘comments’, ‘tags’, etc. because 
such interactions typically occur intermittently. Therefore, by having a large number of contacts 
they have a better chance to get the attention at least from one or some friends who were 
available and reacted to their online activities, such as posted photos. 
 
7.4 Research Novelty and Contributions  
 
The majority of the associations found in this thesis between the Big Five personality traits, 
Narcissism and photo-related activities are in line with the well-defined characteristics 
associated with each trait (i.e. adjectives and descriptions of personality traits retrieved from 
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factor analysis of thousands of self-report and/or other descriptions of personalities). The 
findings are grounded in the trait theory in personality research literature on general and 
everyday behaviours in various offline contexts (such as schools and workplaces), which have 
not been evident in the online setting. Furthermore, they are in line with previous research that 
suggested online behaviours (especially in offline-to-online base settings, like Facebook) tend to 
mimic what would be expected of an individual’s offline personality characteristics (Back, 
Schmukle, et al., 2010; Orchard, Fullwood, Galbraith, & Morris, 2014; Stopfer, Egloff, Nestler, 
& Back, 2013). It is worth noting that, Chapter 3 of this thesis has been published in a peer-
reviewed journal, ‘Computers in Human Behavior’, (see Appendix 12). 
 
Additionally, in agreement with the extended real-life hypothesis (Back et al., 2010), online 
behaviours, particularly visual expressions of the Big Five traits and Narcissism in social media, 
are in line with what would be expected from real behaviour in the offline world. For example, 
the type of photos that a social media user chooses for visual self-presentation can be predictive 
of her/his personality traits. It is expected that not only can certain photo themes and photo-
related behaviours be used to predict personality traits, but also such associations might be 
useful in helping to predict future outcomes in a variety of everyday life situations, for example 
by finding certain similar cues in one’s personal environment.  
 
Another strength of this thesis is that for the first empirical study, actual profile data and actual 
online behaviour were retrieved manually, then organized and analysed in a more exploratory 
manner. Self-report appears to be a problematic method to explore cognitive processes, for 
example, when users need to recollect what type of photos they prefer and what type of photos 
they share in reality. One reason could be that tendencies and preferences are unconscious 
processes (Baumeister et al, 2007). Moreover, even in anonymous surveys, impression-
management response bias or socially desirable responding will be the case (Paulhus, 2002; 
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Paulhus & Vazire, 2007). Therefore, self-reports could be very different from actual behaviours 
(Baumeister et al., 2007). In this thesis, an online survey was designed to measure demographic 
information and personality traits; however, actual photo-related behaviour was examined by 
employing a devised photo codebook to predict personality traits. 
 
This thesis employs a novel method for sourcing and coding data from different visual sections 
including profile pictures, cover photos, tagged photos and photos from the general albums of 
Facebook profiles. In addition, album organization was examined by differentiating between 
system-generated versus self-generated albums. In particular, the data source for the first 
exploratory study is based on users’ activity over months and years, and not based on a single 
behaviour at one point in time or merely from one single upload attempt. As photos might be 
taken over time from different stages of life and across different contexts, they can display users’ 
patterns of behaviour and be used as a complementary tool to identify personal characteristics. 
Personality research has shown that gaining access to a variety of pictorial representations over a 
period of time offers a reliable assessment of personality cues (Harker & Keltner, 2001; 
Hertenstein, Hansel, Butts, & Hile, 2009). 
 
Furthermore, not only contents of photos but simply an observation of certain photo-related 
behaviour on Facebook (e.g. frequency of photo sharing) can be used to identify certain 
personality traits. For example, to identify Extraversion one should consider looking at the total 
number of uploaded photos, and to find Conscientiousness, total the number of self-generated 
photo albums. For Agreeableness, one should consider the average number of received ‘likes’ 
and ‘comments’ on photos, and for Neuroticism, the tendency to re-post online photos rather 
than sharing original photos. Not only do certain personality traits manifest in different parts of a 
Facebook profile, but also the location of certain photo types was found to be a predictive factor. 
For example, observing a large number of cartoons and graphics in the tagged photo section of 
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the profile can be indicative of a low level of Agreeableness. As another example, uploading 
more photos of buildings and places in general albums, where the profile owners are more 
flexible about what they share, suggests a low level of Extraversion.  
 
Although some studies have explored the personality expressions and visual self-presentation of 
social media users, they merely sampled one or two photos per participant and mainly focused 
on a single visual section of profiles, such as profile pictures or tagged photos (Amichai-
Hamburger & Vinitzky, 2010; Stopfer et al., 2013). However, in a more inclusive methodology, 
this thesis examined 3,918 Facebook photos and albums. That is approximately 5 profile 
pictures, 3 cover photos, 9 tagged photos and 10 photos from the general photo albums for each 
participant for the sample of phase two of Study One. Furthermore, previous studies mainly 
focused on facial expressions and physical appearance and did not examine the relationship 
between other types of uploaded images - for example, an object only, cartoons and graphics - 
and uploaders’ personality traits. Therefore, another main novelty of this thesis lies in designing 
a comprehensive photo codebook to categorize photo themes and to capture visual personality 
cues in uploaded photos on Facebook. The work therefore also offers the lasting research 
contribution of a photo codebook that can be used in future research on personality and cue 
validity from online photos.  
 
A further novel contribution is made to the literature through the development of a photo-sharing 
motivations scale. The design of this scale was based mainly on the qualitative data gathered 
from a series of focus group discussion s, following factor analysis of self-reported data from a 
large survey, which was used to validate the qualitative findings from the qualitative data, 
reported in Study Two. To the author’s knowledge, this questionnaire is one of the first scales 
developed in this field, and it can also be used in future research on the role of personality in 
determining photo-sharing motivations in social media. The development of this scale, based on 
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the qualitative data, evidences a methodological strength of the work in that both quantitative 
and qualitative methods of data collection and data analysis were employed to complement one 
another.  
 
Using different methodologies and triangulation of resources can result in more comprehensive 
data that enhance understanding of a phenomenon, provide confirmation of findings, and 
increase the trustworthiness of the research. These included the quantitative methods of self-
report data and surveys, as well as content analysis and thematic analysis of focus group 
discussions as qualitative methods. Furthermore, through collecting data from different 
resources, that is, actual online behaviours as well as self-report data from surveys and 
discussions, this thesis tried to shed more light on and provide a better understanding of the 
results. The present findings show the data from different methods of enquiry point towards 
similar conclusions on the role of personality as a predictor of photo-related behaviours and 
motivations.  
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7.5 Implications  
 
This thesis offers both theoretical and practical implications of the findings. In terms of the 
implications for practice, multiple Facebook photos are not only a ready complementary tool for 
a researcher’s toolbox, but can even be employed as a rich source of visual representations from 
a period of time which can provide a more reliable assessment of one’s identity and personality 
in clinical context. For example, it is expected that uploaded photos can offer some insight into 
different aspects of one’s life that were evidenced and shared  (Slepian, Bogart, & Ambady, 
2014).  
 
In addition, photos and pictures can reproduce and invoke feelings and memories (Van Dijck, 
2008). With regard to health and wellbeing, some empirical studies showed that photography has 
many psychological benefits as evidenced in the practice of ‘phototherapy’ and counselling 
(Suler, 2009). In this context, the implication for practice is that one’s online visual narratives 
can be effectively employed to be a unique and naturalistic source in counselling and 
psychological therapy sessions.  
 
In terms of cybersecurity implications, the content of uploaded photos may be misused by 
others, because photo sharing can lead to leakages and information sharing hazards on social 
media.  Research shows that recognizing users who tend to engage in risky cybersecurity 
practices could assist in performing preventive actions and decreasing the likelihood of risky 
behaviours online, such as sharing inappropriate photos which can have many negative 
consequences (Whitty, Doodson, Creese, & Hodges, 2015). As another example, recent studies 
show that the display of alcohol and reference to alcohol on Facebook photos is positively 
associated with self-reported and real alcohol consumption as well as problematic drinking 
especially among emerging adults or college students in the USA (Moreno et al., 2012; Moreno, 
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Cox, Young, & Haaland, 2015; Ridout, 2016). Furthermore, more recent research provides 
evidence that it is possible to perform interventions, screening and education based on the initial 
display of alcohol on uploaded photos of young adults (Moreno et al., 2015).   
 
On the other hand, these selections of uploaded photos can be superficial or selected self-
disclosure (Attrill & Jalil, 2011) that still might indicate some pieces of information have been 
concealed. Accordingly, finding underlying reasons could be informative. It is a famous saying 
that ‘a picture is worth a thousand words’. For many people, it is easier to show rather than 
vocalize, also in many cases it could be easier to make sense of things by looking at them rather 
than reading about them. Pictures can evoke very deep layers of human consciousness (Harper, 
2002).  
 
The findings from both phases of Study One can be employed in automatic recognition and 
prediction of personality by developing computer programs, which can detect valid personality 
cues from photo contents. Study Two and Three on understanding photo-sharing motivations 
might help social media providers and content producers in finding new solutions to improve 
users’ online experiences. Newsfeed algorithm can rank contents to be fed based on profile 
owners’ personality and the specific motivations they have. For example, a more Open user is 
more likely to favour creative designs and products, like artwork. Furthermore, by the 
development of a photo-sharing motivations scale, the final study of this thesis made a novel 
contribution to the literature. This motivations scale can be used in future research on the role of 
personality in determining photo-sharing motivations in social media.  
 
From theoretical perspectives, some of the results were explained employing uses and 
gratifications theory. Based on the uses and gratifications framework and its three main 
assumptions, it was found that users a) actively select and use the visual features of Facebook b) 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  288 
 
utilise such features for intentional communication purposes and c) are aware of their 
motivations for engaging with photo sharing for goal attainment.  
 
However, this framework is not comprehensive enough to describe users’ photo sharing 
behaviours and motivations on social media, particularly where the role of personality traits is 
the subject of interest. Therefore, in this thesis, other theories and hypotheses from social 
psychology and CMC were employed to explain the findings, such as idealized virtual-identity 
hypothesis versus the extended real-life hypothesis, self-presentation and, expectancy theory.  
 
In general, as the findings are mainly drawn from the photo-related behaviours and photo-
sharing motivations of Facebook users, and each social network has its own functions and usage 
patterns, future studies need to explore if these findings can be generalized to other social 
mediums or popular photo sharing sites such as Instagram. 
 
7.6 Future Directions  
 
This thesis extends research on online expressions of personality and visual self-presentation in 
social media. It employed cue validity to identify the quantity and quality of personality-relevant 
information from photo-related behaviours on Facebook (see Chapters 3 and 4). It should be 
noted that examining other platforms was out of the scope of this project. Future research may 
study expressions of personality via photo-related activities in other popular platforms. Online 
settings such as Facebook and personal web pages hold offline accountability, (Back et al., 2010; 
Gosling et al., 2011) whereas when one’s network does not necessarily represent offline 
relations, it provides chances of displaying a new persona and might not give an accurate 
manifestation of the user’s personality (Attrill & Fullwood, 2016). 
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It is worth noting that, various platforms offer different facilities and users favour one feature 
over others to gratify their needs (Quan-Haase & Young, 2010). Although Facebook is the 
biggest photo-sharing site, the majority of online users adopt more than one online social 
platform (Perrin & Duggan, 2015). For example, findings from the sample of Study Three also 
showed that participants adopt more than one social medium; however, the majority of them 
reported that they upload their photos on Facebook as their first option for photo sharing. It is 
suggested that the usage and motivations for one social medium are different from what is 
related to other platforms.  
 
Pew statistics published in 2013 showed that 92% of adults own a cell phone, and 58% own a 
smartphone. The new interface functionality and advanced internet technology encourage users 
to take, edit, and share photos on-the-go and it has created easy paths for photo-sharing 
applications (REF). In agreement with the recent literature, findings of Study Two suggest that 
the majority of Facebook users are continuously logged in via their mobile phone, as it is much 
easier and convenient than traditional personal computers where users were limited to a certain 
location and allocating a certain timeframe to get connected to the Internet. 
 
Specialized photo sharing mobile applications such as Instagram and Snapchat have recently 
become increasingly popular. Each of these applications introduces some unique functionality 
for photo sharing that is only available on mobile devices. New devices and technologies play an 
important role in revolutionising the sharing of visual information. More importantly, new 
features can create new desires in users and accordingly they will be motivated to use the new 
technologies for very different reasons such as romantic relationships. For example, Snapchat is 
a mobile application for the photo- and video-sharing that automatically deletes photos. The 
images dissolve after a few seconds, but users can determine the amount of time the recipient 
can view them before the photos become unavailable. Such new interface affordances raise 
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several questions about the role they have on different types of photo uploading behaviours and 
motivation for photo sharing. 
 
 Future research may study motivations for photo sharing and photo-related activities across 
several social media platforms, such as Instagram and Pinterest, popular mobile applications like 
WhatsApp to gain a better understanding of each one by comparing used features and users’ 
motivations. Additionally, it is suggested that cross-platform studies may help to gain better 
insight into users’ behaviour and the role of individual differences that may influence certain use 
in certain platforms.  
 
Although this thesis detected the Big Five personality traits and Facebook membership length as 
significant predictors of the level of visual contribution, interaction, and photo-sharing 
motivations, undoubtedly other influential factors such as self-esteem could account for the 
remaining amount of variance that was not explained. For instance, previous research suggests 
that interaction on Facebook enables users who have the particularly lower self-esteem to gain 
social capital by connecting to an expanding heterogeneous network of contacts (e.g. Steinfield 
et al., 2008).  
 
In addition, the Facebook profile is a key tool in self-presentation performance, which contains 
contributed content not only by the owner but also by their friends, mainly in the form of 
feedback. ‘Likes’ and ‘comments’ on shared photos are two common forms of feedback users 
receive from their network of Facebook friends. These features are not only relevant to 
Facebook use, but it seems that following the popularity and convenience of them on Facebook, 
the majority of other social networks embedded the same features to collect users’ feedback and 
enable them to contribute to content as well as to get more engaged with the sites or applications. 
Getting positive views from others has always been known to be an important factor in social 
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life. For instance, research has shown that getting positive feedback on one’s online profile could 
improve the adolescent profile owner’s self-esteem and wellbeing whereas negative criticism 
decreased their self-esteem and well-being (Valkenburg, Peter, & Schouten, 2006). Thus, 
measuring individual differences in psychological factors such as self-esteem should be explored 
in the future. 
 
7.7 Final Words 
 
It is crucial to consider the conceptual relation between personality traits and motivational 
constructs to be able to provide a comprehensive description of an individual’s behaviour. 
Personality constructs define what a person is like, and motivational constructs and goals 
determine what a person wants to do and become. 
 
In summary, there is always an interaction between situation and personality in determining 
behaviour, although sometimes the role of personality is more important and sometimes the 
situational circumstances are more powerful and would be the determinant factor. As a general 
conclusion, it is safe to posit that personality is inherently self-presentational. In other words, in 
any situation, one’s behaviour and even not doing an activity can be linked to psychological 
needs and can reveal information about the self and personality dispositions (Paulhus & 
Trapnell, 2008). The main aim of this thesis is, therefore, to explore visual self-presentations and 
visual expressions of personality in social media through photo-related activities in online setting 
as new contexts for personality expression. Accordingly, to understand any behaviour it is 
essential to acknowledge that individuals are likely to be flexible based on social encounters and 
interactions. Individuals perceive situations and react to them differently although they have a 
unique personality construct or personality system (Fleeson, 2004). 
 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  292 
 
Experimental psychology research suggests that the personality mechanism is largely goal-
oriented. For example, more Extraverted individuals pursue more socially oriented goals and are 
more successful in achieving such goals (Fleeson & Jayawickreme, 2015b). Accordingly, the 
everyday activities of users in general, and photo sharing in particular seem relevant to the main 
assumption of expectancy theory (Ferris, 1977). It is suggested that social media users benefit 
from sharing photos to gratify their personality needs, while meeting their expectations both 
internally/intrinsic (e.g. positive effect of being liked, becoming more popular) and 
externally/extrinsic (e.g. ‘likes’, ‘comments’, ‘tags’, getting more followers on social media 
platforms). However, longitudinal studies need to be done to see whether in the long term the 
goals (e.g. life documenting, maintaining relationships) of users with certain traits are met the 
way they expected from photo sharing on social media. It seems studying why some users 
migrate to other social media platforms may better illuminate these issues as well, as the reason 
for migrating to other platforms could be due to the fact that users’ new expectations have not 
been met. 
 
Finally, the findings of this thesis indicate personality as a predictor of photo sharing behaviours 
and motivations, but fail to provide causal explanations. An experimental design is needed to 
establish causation. In addition, longitudinal and controlled studies can be considered in order to 
determine the mechanism of causation. 
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9 APPENDICES 
Chapter 3 
9.1 Appendix 1: Online Survey for Study One, Including Information Sheet 
and Consent Form  
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Appendix 2: Photo Codebook for Study One (Phase One): Personality as a 
Predictor of Photo-Related Activities on Facebook 
 
V1: Total no. of Facebook tagged photos (The figure is displayed on the profile page under the 
section ‘photo of’ followed by the name of the profile owner)  
V2: Total no. of uploaded photos (The coder should add up no. of photos from each album 
excluding profile picture and cover album) 
V3: Total no. of self-generated albums (Count the total no. of albums in the user profile 
excluding profile picture album, cover album and video album).  
V4: Average no. of photos per album (Total no. of counted photos in variable 3, divided by total 
no. of counted albums in variable 4) 
V5: Total no. of videos (Count the video clips in video album, tagged videos uploaded by friends 
of user should not be counted  
V6: Total no. of profile photos (i.e. the coder should count the no. of photos in the system- 
generated album of ‘profile pictures’) 
V7: Total no. of cover photos (i.e. the coder should count the no. of photos in the system- 
generated album of ‘cover photos’) 
V8. Average no. of ‘like’ per profile picture (i.e. the first 3-5 photos from the profile pictures 
album will be coded. The coder should count the total no. of ‘likes’ excluding profile owner's 
likes). 
V9. Average no. of comments per profile picture (i.e. the first 3-5 photos from the profile 
pictures album will be coded. The coder should count the total no. of picture comments 
excluding profile owner's comments). 
V10. Total no. of Facebook friends shown on profile homepage. 
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Chapter 4 
9.2 Appendix 3: Photo Codebook for Study One (Phase two): Personality 
Expression through Photo Content on Facebook 
9.2.1 Part A: Main Visual Sections Categories 
9.2.1.1 Profile Pictures - Main Theme   
The first 3-5 Profile Pictures will be selected and coded from the profile pictures album. The 
coder should count the total number of photos from the sample of 3-5 that fit into each of the 
categories listed below (e.g. how many of them are ‘self-portrait’, ‘with others’ etc.). If a 
maximum of 5 or a minimum of 3 cannot be sourced, then the profile owner should be excluded 
from data collection for this variable. 
9.2.1.2 Cover Photos - Main Theme 
 The first 3-5 Cover Photos will be selected and coded from the Cover Photo album. The coder 
should count the total number of photos from the sample of 3-5 that fit into each of the nine 
categories listed above (e.g. how many of them are ‘self-portrait’, ‘with others’ etc.). If a 
maximum of 5 or a minimum of 3 cannot be sourced, then the profile owner should be excluded 
from data collection for this variable. 
9.2.1.3 Tagged Photos - Main Theme  
The first 3-10 Tagged Photos will be selected and coded from the "photos of" which is the tag 
photo page. The coder should count the total number of photos from the sample of 3-10 that fit 
into each of the nine categories listed below (e.g. how many of them are ‘self-portrait’, ‘with 
others’ etc.). If a maximum of 10 or a minimum of 3 cannot be sourced, then the profile owner 
should be excluded from data collection for this variable. 
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9.2.1.4 Photo Albums: Main Theme  
 The first 3-10 photos will be selected from all albums (excluding the profile pictures, cover 
photos and tagged photos as they were coded separately). This will be achieved by taking the 
first photo from every album in sequential order (i.e. in the order that they appear) until 
maximum 10 photos have been sampled. If the profile owner has fewer than 10 albums, then the 
2nd, 3rd etc. photo from each album will be sampled sequentially until maximum 10 photos 
have been selected. The coder should count the total number of photos from the sample of 
maximum 10 that fit into each of the nine categories listed below. If a maximum of 10 or a 
minimum of 3 cannot be sourced, then the profile owner should be excluded from data collection 
for this variable. 
9.2.1.5 Main Visual Sections Subcategories 
9.2.1.5.1 Self-portrait 
 Any photo, which contains an image of ‘only’ the profile owner on their own- not engaging 
in any activity or showing specific interests. It can be a photo of the profile owner’s 
childhood as far as it is recognizable. The coder can determine this by referring to the photo 
description, comments or any text related to the photo. 
9.2.1.5.2 With others 
Any photo, which contains an image of the profile owner with another individual(s) when 
they are not engaging in interest or activity (where the individuals are the main subject). 
9.2.1.5.3 Others only 
 Any photo which contains an image of another individual(s) posing for the photo or just 
people on the street, visitors, etc. It can be a photo of a child that is not of the profile owner’s 
childhood self (as far as recognizable or as can be determined by referring to the photo 
description/ note). 
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9.2.1.5.4 Interests/activities 
 The photo shows the profile owner engaging in any activity (either alone or with others) or 
s/he is showing an interest. The photo should contain an image of the profile owner a) 
engaging in an activity from taking self-photos or selfies with the mobile/camera captured in 
the photo (e.g. in the mirror) to attending an event (a gig, wedding, graduation), playing 
sports or playing instruments, or engaging in any other pursuits (e.g. running, mountain 
climbing, knitting etc.), b) showing interests or possessions (e.g. holding a pet/a trophy). The 
photo shows more of the background and the context/ location of where the photo was taken. 
Photos of the profile owner from her/his childhood engaging in any activity or showing 
interests (as explained above) should be coded under this category as well. To determine 
whether the photo is of the profile owner, the coder should read captions or comments if 
available. Otherwise it will be coded as ‘others only’. If the coder cannot determine whether 
the photo shows the profile owner or someone else, it should be categorized as ‘unable to 
determine’. 
9.2.1.5.5 Location only or indoor/outdoor places  
Places/buildings; any photo which contains an image of historical buildings, bedroom, 
garden, gig, but not the profile owner. 
9.2.1.5.6 Objects only 
 For example, images of any kind of objects from an iPhone cover to a car, trophy, dress, 
cake, bag, etc. Where the emphasis of the photo was on a subject and which do not contain 
the profile owner. 
9.2.1.5.7 Only nature/animals 
Any photo which contains an image of scenery, nature (e.g. flowers, woods, sea) or animals 
(can be pets) but contains no people. 
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9.2.1.5.8 Cartoons/ graphics 
This referred to any kind of cartoons or graphics where the subject or theme of the image was 
not the topic of interest. It could be an enhanced image that cannot be categorized as a normal 
digital photo, e.g. paintings, drawings or Internet memes. For this variable, the style of the 
image was considered the including criteria and not the content of the image. For example, a 
graphic of the profile owner’s face was classified as cartoons/graphics and not self only.  
9.2.1.5.9 Unable to determine 
For example, arbitrary shots or vague photos. Photos that cannot be categorized in any of the 
above categories should be coded under this category. 
9.2.2 Part B: Self-portraits Characteristics  
 
The first 3-5 self-portraits from the profile pictures album will be selected that contain only an 
image of the profile owner in which her/his face can be seen. The coder should count the total 
number of photos from the sample of 3-5 that fit into each of the sub-categories listed below.  If 
a minimum of 3 or (if available) a maximum of 5 of this type cannot be sourced from the profile 
pictures album, the coder should source pictures of this nature from other albums in sequential 
order (i.e. the order in which they appear on the profile). Otherwise, the profile owner should be 
excluded from data collection for the following three variables; facial expressions which 
contains three subcategories of obvious smiling with or without teeth; serious or neutral 
expression similar to passport or official ID photos, and making a face (either funny or disgusted 
expression). Posed versus candid-like photos, that is about looking at the camera, or looking 
away from the camera. Social distance, that is, the distance from where the photo is taken, which 
defines what part of the subject’s body was framed in the photo (intimate, close personal, close 
social, far personal, far social, public distance) (Kress & Van Leeuwen, 1996). 
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9.2.2.1 Self-portrait Subcategories: Facial Expressions  
9.2.2.1.1 Smiling (Happy expression)  
Smiling (Happy expression) with or without teeth. Lip corners pulled up towards cheekbones 
and cheeks raised up.  The Facial Affect Scoring Technique (FAST) (Ekman & Friesen, 1971, 
1982). 
9.2.2.1.2 Serious 
(Formal/Passport/Business picture) or Neutral (Not expressing any feeling) Lip corners are not 
pulled up towards cheekbones.  
9.2.2.1.3 Making a face 
A funny expression which makes laugh or show surprise. Fun to be cool. (Ekman & Friesen, 
1971, 1982). Making a face; in disgust: grimace (Strong feeling of not liking something or 
feeling of anger because something is bad or immoral).  
Self-portrait – Unable to determine Artistic/ Graphic (e.g. Face in a dark area or shadow). 
9.2.2.2 Self-portrait Subcategories: Postural Expression  
9.2.2.2.1 Posed photo 
The profile owner posed and looking at the camera.  
9.2.2.2.2 Candid-like Shots 
 The profile owner is displaying the self as s/he is looking away from camera as if it is a 
candid shot. 
9.2.2.2.3 Unable to determine 
 It can be an artistic shot, e.g. the face is in a dark area or shadow and it is not possible to 
determine the body posture/ postural expression. 
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9.2.2.3 Self-portrait Subcategories: Social Distance 
The distance from which the photo is taken and the amount of space around the person which is 
captured in the photo (Kress & Van Leeuwen, 1996).  
9.2.2.3.1 Intimate Distance   
We see the profile owner’s face or head only. 
9.2.2.3.2 Close Personal  
We can see the profile owner’s head and the shoulders.  
9.2.2.3.3 Far Personal Distance  
We see the profile owner from the waist up (the profile owner's body is visible only from 
the waistline/ the upper part).  
9.2.2.3.4 Close Social Distance  
We see the whole figure (e.g. when the lower part of the profile owner's body is also 
visible. It include below the waistline. The photo should code under this category even if 
the full leg and feet was not framed).  
9.2.2.3.5 Far Social Distance  
We see the whole figure with space around her/him (it should include the whole body from 
the forehead to the lower part from knees including feet/shoes).  
9.2.2.3.6 Public Distance  
We see the whole figure with space around her/him at a distance such that the torso of at 
least four or five other people could be visible (if they were in the photo). 
9.2.2.3.7 Unable to determine 
Either vague or artistic photos 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  351 
 
 
9.2.3 Part C: User-generated Albums Characteristics: Album Organization/arrangement 
The first 3-10 albums (excluding Facebook-generated albums i.e. Profile, Cover, Wall photos= 
timelines, Mobile Uploads, Videos and Facebook application-generated albums (generated 
automatically by Facebook applications)) should be coded sequentially (i.e. in the order that they 
appear). If the profile owner has fewer than 10 albums they can still be included in the sample, 
however the ‘total’ column should be adjusted accordingly in the coding form to the total 
number of albums that they have created. The coder should count the total number of albums 
from the sample that fit into the two categories listed below.  If the profile owner has fewer than 
3 albums, then the profile owner should be excluded from data collection for this variable. 
9.2.3.1 Album Organization subcategories 
9.2.3.1.1  Only Self-description (Thematic): It can be any word, symbols or emoticons (<3, :), 
!!!) meaningless words or general places like school/university, seaside, river should 
be coded as self-description where they were used with other words or any symbols 
and emoticons. 
9.2.3.1.2  Date and/or Location only: only date in any format or only location as a single word. 
9.2.3.1.3  Untitled: No name or description. It is the Facebook default.   
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CHAPTER 5 
9.3 Appendix 4: Focus Group Information Sheet 
Focus group discussion: Motivations behind photo-related activities on Facebook 
 
Dear Participants, 
Please read the study information from the sections below. 
 
Purpose of this study 
This study aims to investigate motivations behind photo-related activities on Facebook. The 
research is being conducted by Azar Eftekhar M.Sc. (PhD student in Psychology at the 
University of Wolverhampton) under the supervision of Dr Chris Fullwood (Senior Lecturer in 
Psychology at the University of Wolverhampton, C.Fullwood@wlv.ac.uk). 
 
Description of Procedure 
You are invited to take part in a discussion on motivations behind Facebook photo-related 
activities. The main question is: what are the different motivations that people have for 
uploading and sharing photos? Any personal ideas are welcome, and there are no right or wrong 
answers.  
All you need to do is share your opinions with a group of other students (i.e. 5-7 students). Your 
voice will be recorded and transcribed for thematic analysis of our discussion. Our discussion 
will last between 45 minutes and 1 hour. 
Participant Rights 
All your responses will be treated with full confidentiality, and no single idea will be attributable 
to any individual in the write-up of my PhD thesis (i.e. on motivations behind uploading and 
sharing photos). Taking part in the study is completely voluntary. You may decide to withdraw 
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your participation from the study at any time. The data will be kept securely for a period of five 
years at which point they will be destroyed.  
Benefits 
If you have a Psychology Participant Pool Unique ID Code from the University of 
Wolverhampton, you will be given 1 participant pool credit. Otherwise, it is expected that the 
findings will be of benefit to the scientific research community and that your participation is 
entirely voluntary. 
Risks 
There are no expected risks or adverse effects of your participation in this study. However, you 
are free to withdraw, if you experience discomfort at any time during your participation without 
penalty. 
 
Questions or Problems 
For further information please do contact me at Azar.Eftekhar@wlv.ac.uk 
 
Thank you very much for your consideration 
Best Wishes 
Azar Eftekhar 
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9.4 Appendix 5: Focus Group Consent form 
 
In agreeing to take part in this focus group discussion, I confirm that: 
 
1. I understand that this session will last between 45 minutes and 1 hour. 0 
2. I will be expected to share my opinions on my personal ideas regarding photo-related 
activities such as uploading and sharing on Facebook. 0 
3. I understand that I should respect others’ points of views and there are no right or wrong 
answers. 0 
4. I understand that my voice will be recorded and transcribed for thematic analysis of our 
discussion. 0 
5. I understand that all responses will be treated with full confidentiality and will be 
anonymized. 0 
6. I understand that I am free to withdraw from the study at any time without giving a 
reason. 0 
7. I am interested in taking part in the follow-up study (i.e. member check).  
Yes 0  No 0  
 
 Age…………………………………. 
 Gender   Male 0  Female 0  
 Signed (Participant ID)…………………………………………………………………….. 
 Date………………………………… 
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9.5 Appendix 6: Focus Group Topic Guide 
 
Main Topic: Motivations for Uploading and Sharing Photos on Facebook 
 
Briefing 
 
My name is Azar Eftekhar. I am a PhD student at the University of Wolverhampton. This focus 
group is being conducted for the sole purpose of my PhD research under the supervision of Dr 
Chris Fullwood and Dr Neil Morris from the Psychology department. I would like to have your 
opinions about photo and video uploading and sharing on Facebook. The main question is what 
are the different motivations that people have for photo-related activities on Facebook? 
 
This session will last between 45 minutes and 1 hour. You need to be an active Facebook user 
and holding an account for minimum three months. Your voice will be recorded and transcribed 
for thematic analysis of our discussion. All your responses will be treated with full 
confidentiality and no single idea will be attributable to any individual in my write-up (i.e. on 
motivations behind uploading and sharing photos).  
 
Attention Please! Before we start our discussion, please sign the consent form and hand it back 
to me.  
 
Please feel free to share any personal ideas. 
 Respect others’ points of views. 
 Please take turns, raise your hand and say your name anytime you have something to say. 
 Don’t interrupt other people as your voice needs to be recorded clearly. 
 Hold any advice you wish to give others to the end of the discussion, please. 
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 Please turn off your mobile phones 
Do you have any questions that you’d like to ask me?.................Happy Discussion! :-) 
 
 
General Background information  
 
1. What is your name? Or any name you like to be called. 
2. Tell me a little about yourself: Personality, Hobbies. Do you like photos? 
3. Is taking photos or looking at photos one of your hobbies? 
 
Facebook photos 
 
4. In general, do you think photos are important? How? Why? 
 
5. Do you think photos on a Facebook profile are different from photos in photo albums? 
How? Why?  
 
Experience of using Facebook 
 
6. How active are you on Facebook in general? How often do you login into your profile? 
 
          Prompt..... At least once a day weekly  monthly 
   
7. How often do you engage in photo-related activities on your own or your friends’ 
profile? 
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Prompt....  Uploading photos/videos, like, comment, tag, etc. 
   Prefer looking at others’ photos and share interesting photos 
 
8. How often do you upload your own photos/ videos? What motivates you? 
 
Prompt....  After parties/events, Why? 
Changing profile pic/ cover, why? 
 
9. Are your profile picture themes different from your cover photos or tagged photos? 
How? Why? 
 
Prompt..... Solo-shots, group photos, 
 You engaging in interests and activities 
 Cartoons and Graphics 
 
10. What motivates people to upload and share photos with others?  
 
Prompt....  Why on Facebook? 
   Why NOT on Facebook? 
 
 
Debriefing 
 
 Can we summarise the key areas, please?  
 Do you think there is anything we have not covered?  
 Please raise that topic now or leave your comments below. 
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--------------------------------------------------------------------------------------------------------------------
-------- 
--------------------------------------------------------------------------------------------------------------------
-------- 
I appreciate your time and care 
 
Best of luck 
Azar  
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9.6 Appendix 7: Focus Group Note Taking Form 
 
Date: ______Location: ________Number of Participants: _________    Key Areas 
 
Managing Focus group sessions 
 
After going round and asking questions from each person 
• Has anyone had something to add?  
• Is there anything else that you would like to share? 
• Anything in response to others’ ideas? 
• Let’s explore the issue more fully. 
Dominant members 
• We have had an interesting discussion, but let’s explore other ideas or points of view. 
•  Has anyone had a different experience that they wish to share?” 
• I really appreciate your comments.” 
 
Then make direct eye contact with other people and ask something like, 
• “I’m very interested in hearing how other people think” or  
• “It’s very interesting to get a variety of perspectives, and I would like to hear from other 
people as well.” 
Irrelevant topics 
• Thank you for that interesting idea. 
• Perhaps we can discuss it in a separate session.  
• Let’s move on to another item. 
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Side Conversations 
Please avoid side conversations because it interferes with individuals’ full participation in the 
group discussion and also we may find problems for recording the discussion. 
 
1. What is your name? Or any name you like to be called. 
2. Tell me a little about yourself: Personality, Hobbies. Do you like photos? 
3. Is taking photos or looking at photos one of your hobbies? 
 
--------------------------------------------------------------------------------------------------------------------
-------- 
--------------------------------------------------------------------------------------------------------------------
-------- 
--------------------------------------------------------------------------------------------------------------------
-------- 
4. In general, do you think photos are important? How? Why? 
 
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
---------------------------------------- 
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
---------------- 
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5. Do you think photos on a Facebook profile are different from photos in photo albums? 
How? Why?  
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
---------------------------------------------------------------- 
6. How active are you on Facebook in general?  
 
          Prompt..... At least once a day weekly  monthly 
 
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
------------------------------------------------ 
7. How often do you engage in photo-related activities on your own or your friends’ 
profile? 
 
Prompt....  Uploading photos/videos, like, comment, tag, etc. 
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   Prefer looking at others’ photos and share interesting photos 
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
------------------------------------------------ 
8. How often do you upload your own photos/ videos? What motivates you? 
 
Prompt....  After parties/events, Why?  Changing profile pic/ cover, why? 
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
------------------------ 
--------------------------------------------------------------------------------------------------------------------
-------- 
--------------------------------------------------------------------------------------------------------------------
-------- 
9. Are your profile picture themes different from your cover photos or tagged photos? 
How? Why? 
 
Prompt.....  Solo-shots, group photos, 
    You engaging in interests and activities Cartoons and Graphics 
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  363 
 
 
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
----10. On Facebook, what motivates people to upload and share photos/videos with others?  
 
Prompt....  Why on Facebook?    Why NOT on Facebook? 
-----------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------------------------------------------------------------------
--------------------------------------------------------- 
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9.7 Appendix 8: Focus Group Transcription of Discussions  
 
 
9.8 Focus Group_One 
MODERATOR  You don't mind recording your voice, Ok? 
 Shall we start with you, please? what's your name? tell me a little about your 
personality, hobbies? For example, what you are (particularly) interested in? is 
photography one of your hobbies? Do you share your photos on social media? 
TT 
 
well, I'm TT, 34, 1st-year psychology student, I'm bit of a nerd, I like films, 
music, games variety of sorts, I’m most of the time with my dog. He is […] 
MODERATOR do you like photos? do you enjoy looking at photos? 
TT some yah. what's in them, what is it of? that sort of thing 
MODERATOR Is it one of your hobbies, do you categorize photography as one of your hobbies? 
 
TT No, I don't say it as a hobby, no. I do photography, but .I ....dont....take it as an 
activity, taking and looking at photographs. 
 
SS My name is SS. I am a counselling psychology graduate, (what else would you 
like to know?) Photographs, I like photographs, I wouldn't say as a hobby, but 
having two grandchildren left home I keep in touch, you know it’s sort of their 
life in photographs. So, they’re both artists to me and send a lot of photos, yet 
quite interactive with photographs. My hobby is Emm […], I’m just interested in 
people […] 
LL My name’s LL. Outgoing personality, don’t ever stop talking, my hobbies are 
reading and playing games as well. 2nd year criminal psychology student. I do 
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have a hobby looking at Facebook pictures, but only the funny ones. This is what 
I do it every night! when I go to bed, quite sad (laughter). I do have an interest in 
photographs. But also, there are a lot of photographs that I wish I had not seen 
them. Some stuff on Facebook. Well now So tried to avoid those. 
 
MODERATOR Can you explain it a bit more? 
LL Quite horrific, this is only this week there is a Picture of a dead baby and 
someone. put it on Facebook to try to get likes and shares. That sort of stuff. 
SHSH Try to get attention. My name is SHSH, I’m also a 2nd y psychology student. I’m 
outgoing. Always busy. I’m a mom. Have a 3-year-old daughter nearly 4. 
Hobbies!! I just need to take the time to keep the house together. (Laughter) you 
know looking after my daughter. Spending time with my partner spending time 
with my friends when getting the chance. 
I think Facebook with photos is for keeping in touch with friends and know what 
they are doing? And other if you don’t get the chance to speak with them you can 
see their pic that they are all being here and there. And it is a way of 
communicating without you even speak to each other really. 
MODERATOR Do you think photos on Facebook are different from photos in Family albums? 
SHSH Not really. I put some pic of my daughter up, and when I look at the pic, my mom 
got me in the family album. She used to do the same kind of things. On a bike or 
first day at school, I think I do quite similar, but this just enables to kind of 
sharing more generally, like being said for memories, reference, looking back 
TT Depends on the photograph, you know some just but some are comparable to 
those on an album. I’ve got one from my holiday I took it at this year. My dog on 
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holiday. Playing with people. Before the Internet, I would put it in an album but 
now it's on Facebook. 
 Because of the gap, people are far away from each other, and by sharing 
photos, they keep in touch with their friend and family. I have a friend live in 
Japan, and the way of being in touch is the Internet and sharing photos. Putting 
photos in an album is not an option, so we email photos or put them on Facebook 
account. I had a trip recently. The hottest summer, so I had a caption that 
everyone was melting before taking the photo […]. 
 
SHSH Words can only give u a certain amount of information but pics are 
gorgeous, and you see where actually it was and how was it. 
MODERATOR This may sound like an obvious question! But do you think photos are 
very important or not important at all? 
SS They are quite powerful really. Having 2 grandchildren, I have been quite 
careful to put what on Facebook because some are embarrassing them. Photos of 
my and photos of them, Obviously photos of them. It has to be with their 
permission, especially if they are younger then, they don’t want to see photos of 
themselves. But also, because I’m a friend of them on Facebook if I put a photo of 
them or on my status (…embarrassing) “mother take that off! or unless I unfriend 
you”. 
LL For me, it’s the way around because I have to watch my Facebook because 
I have got my mom on my Facebook. So, would be like Pictures of me on a night 
out and I’m like rolling on and in some dark alley. Just for the record, I am a good 
girl. 
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LL I think there are some ways, things are different from photo albums, 
because on Facebook you can put the most embarrassing Pictures but not serious 
pictures. But for me, in albums, I found that there are some rigid structure, 
everyone standing and posing [in the picture]. 
SS Depends on the album really! 
TT My sister and I have photos of (quite embarrassing) but happy childhood 
memories my mom took those photos and they are all now in an album. 
SS I say they are different; Facebook is a public sphere but family albums 
quite private  
MODERATOR Do you agree or do you think vice versa? 
SHSH Kind of agree, I think. They are different but diff because, technology is so 
available at the moment so you can take a picture with phone wherever you are, I 
think back, you need to carry a big camera, sort of special occasion, (TT: place to 
develop, cost you money). 
 
Now you can put in on Facebook, and it stays forever. It is safe, and if you 
want to get back to it you can just save it and put it on your computer again. You 
don’t need to store them somewhere else; it is kind of storage. Because instead of 
having all on my laptop which would make my memory full, I just put them on 
Facebook and access them, if I want them. 
LL The computer itself has become a photo album as well. 
 You got digital frame or key ring ones, people still have photographs 
printed put, but usually for very special ones. But general snapshots so easy to 
take and end up being everywhere. 
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SS My photo album is now digital album but I do not share them on social 
space especially. 
MODERATOR Do you upload and share photos on Facebook? 
SHSH For me it is only photos of my daughter, I will upload my Pictures but it 
has to be in a certain way, the best, cropped, edited. Mainly I don’t take pictures. I 
am not the type of person especially go out taking Pictures of myself. Sometime 
my friends might catch me in one of their pics. I’m not quite confident to jump in 
photos, But I am having kind of turn or em. I am not quite comfortable having 
pictures of myself and I have feelings in a certain way. It is how I feel; I don’t 
know. I don’t like seeing pictures of myself  
SHSH I am not one of these people that running Instagram just totally different. 
But I’ve got lots of friends linked their Instagram to their Facebook, and literally 
every day take pictures of their meal, drink, hairstyle, shoes they are wearing. I 
find that ridiculous. I think using of technology is now quite a bit extreme. 
TT About certain photos, they may need to think before they post. Maybe they 
need time to think of when they want to upload. 
MODERATOR Why you think you need to care? This may sound like an obvious 
question, but why? I just want to make sure I've really understood you? 
TT Photos of food or drink might be ok but some pictures might have an 
impact on their relationship, in their life or job, so they really need to think since 
it has a massive impact. 
LL  
If you put photographs on Facebook and you’re looking like a mess, then 
people are going to associate you as being a mess. Or if the only picture you have 
on Facebook is the one you were going out drinking, then people are going 
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presume that’s the only thing you do. It may occur only night in a month but 
because you put it on there, it paints a picture of you as your personality with the 
same thing about embarrassing photos. Things like when your skirt is lifted up a 
little bit but that’s on Facebook now and everyone saw it. A lot of my friend get 
drunk and post everything on Facebook. But me? No! I don’t want that people 
perceive me in that way. Or people are going to tarnish with same brush when you 
photograph with them spill everywhere 
 
SHSH I think many times I told people to untag me or delete a photo. When I was first 
on Facebook I was only 14, and I looked at some pictures, said oh my God, 
literally I think it was last week, but I just want them deleted. You know it ruins 
your reputation. People look at the profile and look at the pictures and will give a 
feeling of a personality of what you like or what you do and if you got some crazy 
pictures, not cool 
SS Yah, it is especially very important if you are developing a professional 
life.  
TT There was no Facebook when I was 14 and have not been on Facebook till 
40. But I am not kind of person to put embarrassing pictures if Facebook was 
around. 
SS In professional arena because you don’t know who is going to look at your 
photos, and who is taking notice. I am developing a work as a bereavement 
counselling; I have to be careful because my clients will look at my profile and 
see if I am there. No matter how much you protect your privacy if you have 
friends of friends could access your profile. 
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TT Some people are careless because a lot of people have grown up with it 
and they are a little comfortable, but some are very comfortable and post what 
they shouldn’t. 
SS 
(13:20) 
About my daughter especially, she is 19. She has Snapchat and Instagram 
and  all of that. She is an artist. To be known as different and alternative and free. 
It is her product; I don’t think she sees it as like that way. But it is her way of 
communicating. She communicates in photograph and art. It is a way of 
communicating. Is not it?  
LL It is a good way for promoting self and business and advertising business, 
I’ve started up my own business through FACEBOOK and it is through Facebook 
and literally a number of people who kind of reach and you can come through it 
just by images itself it works very well. 
TT If you do crafts you need a lot of effort to put things into notes to explain 
it. Now you put it on your Facebook account or whatever and people will see it. 
MODERATOR  How often do you upload photos of yourself or others?  
TT Myself, never. My sister unfortunately does. The only photos I have 
uploaded is of my dog. She takes beautiful poses. I can actually name the places I 
have photos om me on. My mom’s account, my sister’s account and a committee 
page which is highly private, for the gaming group I am part of, that’s it. You can 
count the number of my photos on that hand. 
MODERATOR What about the photos of nature, locations, historic buildings? 
TT I have uploaded photos when I was in Nottingham. I have uploaded photos 
of some beautiful places in Wales when I was on holiday with my mom and her 
partner. And I have uploaded a few photos of my dog, because she is fantastic. 
She has interesting poses. Some photos of my dog. But me no. If I could I would 
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ban my sister and my mother of putting any photos of me anywhere, but 
unfortunately that’s (Jip saled!). 
MODERATOR So you don’t like being tag as well, I assume? 
TT No. I don’t like. 
SS That is an important point that people may put a photo of you up. My son 
who is older, he has very very strong opinions of anybody putting photos of him 
up. For me, it is ok for me if he is on a night out; he has got his own business. He 
owned his own company. But he is very (particular), I could NEVER put photos 
of him, even when he was younger or even when he was living with me until the 
age of 16. 
TT It is very interesting; they’re showing (someone) in a party style when he 
is a businessman in suit. Seeing him as a part of a life is that ok. But I warn that. 
A businesswoman does the same…don’t they all do that? 
It’s double standard that emphasizes its importance (quite nicely), but 
people look at things on Facebook. 
SS to SHSH You’d been interested when you see what your daughter will say when she 
sees the photos of her you put up. 
SHSH (laughter) “What the hell is this?!” There is one (photo) that it is very 
funny, she was only about 8 months old, with a caption […], and it was hilarious. 
She is going to hate me for it but I am fine…. Terrible! she is my child so I am 
allowed to. 
SS to SHSH Oh, are you? 
Yah, for now, for now, I am. 
Everyone laugh loads when she described the photo content in more detail! 
MODERATOR How often do you upload photos of your daughter? 
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SHSH It’s not that regular, really. It has to be something certain or. She is a poser 
anyway. She stands by the wall crossing the leg; I don’t know where she gets it 
from, -at all!!!?- She is 4, December, you know. She loves her picture being 
taken. I think because a kind of she is kind of, I don’t know. 
I don’t put not all photos, it has to be something, first day of school, or she 
going to a wedding or she is dressing in a certain outfit or  
TT (middle of 
the voice track) 
Circles, the closest friends and family who will see almost everything the 
photos of everything you taken of. There are people you might share with or you 
got people who. 
MODERATOR L, how often do you upload photos? 
LL Not that often I don’t have any photos of just me on my own because I 
don’t see the point But for me, I like photographs for my own memories. If I go 
for a night, not clubbing or anything, I take pictures on my phone and my friend 
take a picture of their phone and then we all upload it to Facebook, so we can 
have the pictures of all and comment on them. 
TT: shared memory 
LL: yah 
I don’t personally put stuff on Facebook for other people; I put it on for 
myself as a kind of storage. Because instead of having all on my laptop which 
would (make my memory full) my memory, I just put them on Facebook and 
access them, if I want them. 
MODERATOR What about your privacy setting? Have you ever set them as ‘only me’ or? 
LL Not really, because I do not put things on Facebook, I didn’t want anybody 
else to see. I think once it’s out there it’s out there! You cannot hold it back. 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  373 
 
 
SHSH I’ve done that for my older albums, not just because I didn’t want anyone 
to see, because it could build up so many pictures, you don’t want some people--- 
when we’ve been on a girls’ holiday, and we put all(photos) in a folder and only 4 
of us who we’ve been on holiday could view it and if we want to make it public 
then we need to choose, so we had quite an argument, ‘delete that picture that’s 
horrible’. Having only selected ones that others can see that and others were just 
private. 
MODERATOR What motivates you and what inhibits you? 
TT It is like having a big ego, putting your self-photos on Facebook or only 
putting a photo of yourself on all the time. Unless it is a special photograph, it is 
weird. 
MODERATOR Some are interested in selfies or--- 
SHSH I’ve got a few selfies out there; it’s when I have a special outfit on, and 
I’m going somewhere.  
TT: To see how you look? 
SHSH: yah.  
MODERATOR So, what motivates you? 
SHSH To a kind of remember or so, you know. You cannot see how you look, 
you can kind of look at the mirror but when you take picture it is a kind of--- 
TT: seeing from somebody’ eyes 
SHSH: yah, yes definitely. 
SHSH With my daughter, it is just sharing really. My friends just say you don’t 
get around enough. Not everyone has that much time to see everyone that you 
want to spend time with. That is why I share my photos.  
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MODERATOR So, in general, what motivates people to upload photos? Or if you find 
some people upload too many photos--- 
SHSH Some people just wanna show off. 
TT Some people do it because life in long distance. Like my sister’ daughter 
lives in Rio but my sister is in Newcastle. When she was on holiday in Rio-- 
LL I think all subconsciously we want other people see that we go out and 
doing things and you want people to see because about selfies they all look 
generic they all look the same and they didn’t say anything about you. But if you 
are in a- or with your mates and you all having a laugh. It is a kind of way, letting 
everyone else know that you are ok, kind of thing, that you’re having fun but I 
don’t think if they do it on purpose or that kind of thing. 
MODERATOR Do you think your motivations are different from your friends’ 
motivations? Even liking and commenting? 
SHSH Some people just want to get like; there is a girl that I always know put 
photos half naked or-- 
MODERATOR Do you think they are begging for like or-- 
SHSH/LL Yay, they seek attention. 
TT Some people want to shock others. Some they like to push the boundaries, 
they want to shock people.  
 I saw some photos, and I wanted to ask ‘What the hell are you doing?’ 
‘why did you do that?’  
MODERATOR What do you think of other motivations?  
TT Maybe they are proud of their children. Many people have a friend on 
Facebook and always put the photos of their children on. Awe, they’re playing 
with a new toy, oh they have a new outfit, Halloween party etc 
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SS I think some people are just more extrovert, they want to put them out 
there. maybe that’s ok; I don’t do y=that I put on some occasions really. For my 
son graduation, I did get his permission! He took some of them down! Yah, they 
are I want to share that. I want to share my own graduation photos.  
MODERATOR Do you think your motivations are different from others? 
SS I think so; I am very very selective. 
MODERATOR Are you very selective as well? 
LL Not really, but I don't put something on really bad. I don’t like to shock 
people! No, I wouldn’t put myself in an unpredictable situation that photo may be 
was taken, so I don’t have to be selective. 
MODERATOR Do you think your motivations are different from others? 
LL I think my motivations are different because me being in a relationship. I 
can see a big difference between girls of my age, who are single. Because for me 
if I put a picture on Facebook, like my profile picture is a picture of my boyfriend 
and me and I’m always saying I’m off limits, kind of things, don’t bother. But 
there are girls stick all entire assets out, but I know I don’t do that because I 
respect myself and my partner. But they don’t have that. They may seek attention 
or try to get the attraction, so true 
SHSH My kind of usage of Facebook changed when I’ve got my partner, totally, 
100%. I couldn’t put the certain thing on; he said why you putting them there. he 
doesn’t use Facebook. He is on Facebook and He has 1000s of friend, but he 
never put thing on, he has his own family and his close friends and he doesn’t 
need to use Facebook. He doesn’t understand the concept of me on Facebook, 
what the social situation was. Now Mainly I don’t put a photo of mine I only look 
at others’. 
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LL I mainly look at photos too 
SS Yes, (nodding) 
TT Yah, mainly.  
MODERATOR Do you think profile pictures are different from Cover, tagged photos, in 
terms of the themes of the photos-- 
TT Your cover photo is important as is in public sphere but not as important 
as profile picture which is more you, so reflect you more in some way. 
MODERATOR And what about tagged photos? 
TT Depends on who does the tagging? I never tag myself. 
SS I was wondering about this because I have the same profile forever. It’s 
just the dogs and me, that’s what I wanted to be. I see everybody when they 
graduate, change their photo, this is me graduated, cool! I don’t do that. I quite 
purposefully keep the same one, if you like it, because it is just me 
 
LL My profile picture is the pictures where I’m the happiest like when I look 
at my profile picture I like to remember the event of the picture, whereas my 
cover photo is what I am interested in, like at the moment, I’ve got Jocker and 
Harley Quinn, it is nothing of mine, just something I am interested in. 
But in tagged photos is just what I am doing. 
MODERATOR Do you have preferences to select photos? 
LL My profile is very private, you can see one profile picture that I have and 
my cover photo and that’s it. And that’s what I’m happy with. I am happy to show 
them my profile pictures and my cover, that’s it. but with my friends, they can see 
everything because I wouldn’t have them on Facebook if I didn’t want them to be 
there. 
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MODERATOR What about tagged photos? How different? 
LL For me, profile picture is very still images, whereas in tagged photos there 
is life inside the image. And that’s why I like to tag myself. I tag myself if I’ve 
not been tagged already and it’s easier to remember [who you were with]. I think 
they are very different regarding the motivation behind them, because I don’t put 
a photo with a massive group of friend as my profile picture. 
SHSH Tagging is when you are out with friends, and they tag you or things  my 
friends remind of me, I like quotes  ‘you are good friends’, ‘you’re crazy’ or 
something, you aren’t in the picture but they want to share it with you. 
PP is just of myself and my cover photo is actually a quote, , a 
motivational quote, I think that’s the kind of person I am and kind of remind of 
myself sometimes. I did actually have a picture of myself as my cover photo, kind 
of regret now, because I didn’t know it is public when I put it up. I think it is kind 
of dangerous what kind of things you make available to people, because you 
cannot say it just as a picture, and pictures can then go anywhere. 
LL I think it says a lot of a person. If you’ve got a picture of yourself as 
profile picture and then cover, it’s kind of like, to me, I see that as you much 
really love yourself. Sorry, if you want to look constantly looking at yourself. But 
I like to have things that remind me of things, I don’t take selfies or anything, 
because they have no importance to me. I much prefer that people see me what I 
really am. 
MODERATOR Do you think the same if you see a photo of self as both profile picture and 
cover? 
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SS No on that, I’m not that judgmental, no I cannot see that. I think of 
changing pp, like my kids they’ve gone from young adults to growing and 
growing and changing and aspects of life-changing, so maybe a profile picture 
needs to be changed in accordance to that, that’s quite important maybe. Personal 
change and age and how you perceive yourself maybe. 
TT Some people just grow up with social media, for me for years it was, 
‘Shhh!’, ‘NO’ NO! 
MODERATOR Do you want to add anything? Do you think there is anything we have not 
covered?  
SHSH 
LL 
Maybe social media should sort of limited to children, too dangerous for 
children seeing a lot of bad images. I reported pictures to Facebook. 
TT There should be training on Social media at school. 
SHSH Currently, celebrity has impact on children, some images that people put 
there of themselves are influenced by the celebrities and stuff like that. Young 
girls put photos of themselves face full of makeup [...] (by sharing such photos) 
they want to class themselves as celebrity-- 
TT Yes, it is very important aspect…They want to class themselves as 
celebrity 
Focus Group_Two 
MODERATOR Ok, I’m going to record your voice if you don’t mind? Let me start now. 
Please tell me your name, a little about your personality and whether photography 
is one of your hobbies? Do you like photos at all? 
EEE My name is EEE, yeah. I do like photos, but I am careful about how I would put 
them on the Internet. I like taking them, but probably I don’t put ALL of them on 
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the Internet. I used to I think. But, lately, I am more careful. Yah, I do like looking 
at photos. But, if someone has loads of photos, I would not look at them. 
MODERATOR Is it one of your hobbies? 
EEE Yah, I do take a lot of photos, I think it is what everyone else does. I think 
if someone asks about my hobbies I wouldn’t say photography straight away. But I 
take a lot of pictures. 
OJ I’m OJ. I will say I’m an Extravert, like meeting friends like now I have 
four or five friends, today. Yes, I do like photos, I do like them purposefully for 
future references but the matter of publishing them all for people to see, no. 
MODERATOR So do you think in general photos are important? 
OJ Yes, they are. They are. I think. In terms of future references. As a famous 
quote, ‘a single picture is worth a thousand words’ so I think for that reason 
photos are important 
AmAm My name is AmAm, I think that they are quite good because for 
memories. Like, I remember that I was happy or just reminds you of things 
you’ve done, just experiences; however, I do not look at photos of myself. I like 
to see what other people are doing. Instead of just saying you can show it and it 
can express more about emotions. That’s it really. I don’t take that many though; I 
don't like being found in them. just to say yeah I remember that. 
JrJr My name is JRJR. photos aren’t really my hobbies. But I take loads of 
photos Mainly from the little ones, my niece and my nephew, like you said for 
memories, reference looking back, 4 years ago a little one born in our family. I 
think they are good for that. So, I wouldn't say photos as my hobbies. My mom 
has photos of me from years ago. She showed me when I was a little girl. My 
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mom is 50 now, so it’s nice to share things like that. Also, family resemblance. If 
you are  like your mom […]—it’s nice to do that. 
MSH I’m MSH. I Agree with JrJr. As far as it is relating, you can build a 
timeline. 
So I think photos are really important. I’m not a camera boss, so I don’t go 
around with the camera, taking photographs of everybody I see. I actually don’t 
go on my holiday without a camera either! because I want the experience and I 
want to reflect on myself.  
In regard to post them online, I see how photographs are so dangerous and 
really use with bad intentions behind it. So I’m very [carefull] , I don’t open up 
my domain to anybody to have any sort of intention. And I don’t put photographs 
that can be used with any kind of intention, what so ever. So I can see the good, 
and I can see the bad. 
MODERATOR For example! Do you think what the difference between photos in albums 
and photos on Facebook is? I want to make sure I've really understood you.  
 
MSH In albums, photos are in your house. It is in a safe place and it is up to you 
whom you share with and I know you can do the same thing with Facebook but 
then you have things like, people may want to know why they cannot get into 
your album. Why they’ve been blocked from your album so it just causes 
unnecessary issues. So, I think if the person is not close enough to sit in your 
lounge with you and go around in your album then why should they have the right 
to see it from the other side of the walls. 
MODERATOR So you think photos on Facebook are more selective or vice versa? 
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MSH I think just there are a lot of intentions behind it; people upload photos to 
show off. They put it on to break up couples, etc. Can be used for all sort of nice 
positive things too. 
AMAM You know what’s going on in the photos but what other people on 
Facebook see is all right there! and they can just take whatever from that picture. 
Obviously, what they are doing, you know about that, but they can take whatever 
they want. Sometimes it is too public depends on what you found there really and 
the person. 
EE I agree with what MSH said there is a lot more negative connotation with 
Facebook photos than with family photos or photos in albums, because people 
tend to do with intentions behind it, and I know when they press publish they are 
doing it for some reasons, if it is just for to look at them why they put them on the 
Internet but obviously they want that people see them for some reasons, 
sometimes it is nice, just want to say I’ve been on holiday, this is what I did. And 
it is nice especially when you got your friends and family all far from you and you 
want to share with people, but I don’t know why people always do it.  
 
That’s quite fun to look at people’s photos because you can judge and say 
why she put it on, does she think that all people are going to get her all the best!! 
It will be quite a kind of guilty pleasure at the same time, lurking 
Oj I think I underline that ‘control’ so if you have your family album, you have that 
control, MSH pointed out it is in your room. 
MODERATOR So my question is that why they are that important they are just photos, people 
may say ‘cool’ ‘funny’ or ‘disgusting’ so why they are that important, why you 
need to be that careful? 
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MSH Because the photo is not just the photo. It is a story, something behind it. It 
is about how you are allowing the other person to interpret that story  and it is best 
if you have control over to make sure, 
EE Plus, photos on the Internet are permanent. You can have pictures in a book and 
show them for some seconds, but if you have it on a server, it will be permanent. 
So you may regret. Or something being taken online that shouldn’t be online. So 
you know the story about the girl killed herself because they put a photo that 
shouldn’t and you can judge that person in seconds so on Internet it will be shared 
and shared. 
MODERATOR Why photos are that important. Do you think your photos could mirror 
your personality? Do you think people judge you based on your photos but why? 
AMAM  
For example, if you have a night out and “…having a group photo, so you 
can just say it is just a group photo, but it depends on who you are standing with 
as well. Or if someone has a hand around you! So if you have a partner or 
something, then you may have a massive issue with it. Why that guy? They may 
just take it as different and they don’t see it was just a photo and then they go off! 
And it was just that moment!” blah blah blah…  
MODERATOR So, you take photos as evidence? 
MODERATOR Yah, everyone said yeah, nodding and agreed. 
AMAM I had the same experience with my boyfriend …  
EEE Me, as well! There was one time that I had loads of pictures, and there was 
that guy really close, he was a friend of a friend. My boyfriend had an argument 
who is this guy—and I said he is gay and he said but not everyone knows he is 
gay, and I said I think it is quite obvious that he is gay. But it was like a massive 
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deal, so I took it off from my profile because other people don’t know and it was 
just like a shame. 
AMAM So, it showed you two in a bad light with another person. 
MODERATOR So again, I am wondering why photos are that important? 
Oj It is because they show your identity. We are different even identical twins 
when you cannot figure out that who is who. People associate you with your 
picture, so your photograph is associated with you as a person. And pics can say 
things about you that you do not want to put out there as evidence.  
As you said you just met the guy you shake hands and hand happy end, 
then your boyfriend- so the message that you don’t want to send, unless you really 
want to send that message. Probably you don’t want that your photograph be out 
there. 
I have been totally removed myself from the Internet, in terms of 
photographs. 
MODERATOR Excluding privacy, that inhibit you or why you have removed them? you 
could close it to your friends and family only, for instance. 
Oj I think I want to have control over who sees my photos, Because of the 
message it may send. E.g. when I started my PhD, my wife was not here, she was 
back home, and I took pictures with my PhD colleagues some from India, some 
from here, some are close and personal pictures, so I had the responsibility to 
explain. These are my colleagues, and we are in this kind of program or 
occasions, and you need some level of trust to go to that kind of situation, so you 
don’t want to put yourself in that kind of situation.  
MSH I think even when you do it with really good intentions behind it. For 
example, you’ve gone to a wedding and you put photos of the wedding. Someone 
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may look at it and say how I wasn’t invited? Things get started because you 
know, no one’s told me about it and you get into things that you are not 
necessarily being part of. It is not you necessary about which used with bad 
intentions, but it actually may have negative effects 
EEE Speaking about a wedding, our friends from my course was here and once 
a friend and I was chatting about her and she said have you heard about her, she’s 
obviously got married, I said oh, did she?  
She said yes, she went back to her country and got married; I’ve seen all 
the pictures on FACEBOOK! 
And then when I spoke to the girl and said, how was your time at home, 
good time? And she said, yeah, I went to my cousin’s wedding! 
I said, oh! But literally all our friends here all convinced that she got 
married, and she is a married woman now! Because of her pictures and she was 
dressed in white or something. And just small clues in pictures and then they said, 
she is married, and obviously she has children on the way! It has been planned all 
this time, so you make all of these out of pictures!! 
MODERATOR What about you, are you that caution about uploading photos on 
FACEBOOK?  
JrJr 
 
I don’t upload photos of myself on Facebook very often because I don’t 
think that I am a very photogenic person. But I do take a lot of pictures of the little 
ones. 
 
MODERATOR But you don’t upload them or share them? 
JrJr I do upload them. I put them and the family can see. But I don’t bother 
who sees them. There are pictures of little one’s face. They are harmless pictures. 
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I don’t really care what other people may think about me, At the end of the day. I 
put up something because what I want to put up. If other people get the wrong 
opinion of me, so that’s on them. 
MSH I don’t really put photos of me or occasions or something like that. I use it 
more for promoting because I paint, so I show a lot of my artwork on there. And I 
get comments back on them.  
AMAM I don’t upload just people may take photos and tag me in them. 
EE I changed the setting so nobody can tag me without my approval. Because 
I don’t want when I go out somewhere, and six hours later I see I’ve been tagged 
in 50 photos and they are all awful.  
MODERATOR So, what motivates you to upload photos?  
EE Honestly, it is not the same motivation for put photos in photos albums. It 
is like I’ve been to a friends’ party and they want them on FACEBOOK. So, I feel 
obligated to, because they tell me to make sure to put them on FACEBOOK and 
some want to make it as their profile picture.  
So, they say this is good pictures and make it for their Profile picture. 
There are some people constantly change their profile picture whenever they are 
out and say this a nice picture and put it up. Also, there are some people have a 
profile picture for long. Maybe they don’t care, but some want to have their best. I 
don’t know. 
MODERATOR One of my questions is how profile picture is different from cover and tag? 
EE 
 
The profile picture has to be you in a kind that represents you, but some 
have a group photo that even cannot find the person, but they might do that to say, 
look at me, I have so many friends. Covers are nice landscape. If you have nice 
pictures, not of people!! mine is my cat. 
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Oj 
 
I don’t upload photos on Facebook at all, first time I log in to Facebook, 
(for the profile picture) I used some green landscape, and it has been there I’ve 
not touched it.   
MODERATOR Does it a kind of representation of you? 
Oj 
 
It is something that simply in my view, I can be identified with. I like 
green; I like that kind of environment and in my personal view if it stays long 
enough. People see it, and they recognize me without my name.  In terms of 
tagging most of the time it is related to an occasion, so they are not particularly 
selected to associate them with your image. 
MODERATOR Do you have any idea why other people upload photos? 
Oj 
 
Sometimes people do them to show off, some will get into a nice dress or 
nice hairdo then they took a picture and put it out there. 
JrJr It is not necessarily people are showing off or have reasons behind it, I 
think it is how the people take it, for example, you are trying to have a baby and 
you see one of your best friends just got pregnant and it is a boy and […], you 
become a kind of jealous and wish you were pregnant. But, if you were not in that 
situation you would be happy for them. So, it depends on the kind of position the 
person will be who sees the photos 
MSH To be honest it is the same as text, isn’t it, so the interpretation is different. 
And it is different when something is virtual and something which is physical. It 
is like a story but because you are not there with it you cannot explain the story. 
It does not bother me at all what other people do on FACEBOOK, really, I 
never go into thinking oh, show off!!! 
MODERATOR What about liking and commenting how often do like or comment on 
Facebook? 
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MSH I only go on Facebook about 4 times a week, and that’s really just to 
answer messages that people asked me something or to follow up on a comment 
but I don’t really comment about stuff. 
JrJr I’m on Facebook all the time. I am addicted to it. First thing in the 
morning, last thing before I go to bed. Yah, something that I like it I like it or 
comment on it. 
 So you don’t bother what other people may think? 
JrJr No. 
AMAM think some people put photos just to say they are happy. Had a good time, 
had a nice time and really enjoyed it. Just to show. Maybe some people who are 
away from home to show I’m all right, I’m safe, we are enjoying ourselves. Yes, 
we are alive some people just do it. I like when my friends are happy, or when 
they are couples, stuff like that. It is nice to see if you do take a photo. And it is 
enough. 
EE  I do like or comment, but I am careful. It sounds really paranoid, but I 
always check what the security is on them when like them. I don’t like usually 
when something is global , I don’t mind if it is my friends and their friends but 
when I like something that is global anyone in the world can see that what I liked. 
So if you want to go for a job and they search for your profile, and they do, they 
will see. So she liked stupid pictures of a cat!!  If my friends got a picture of me 
and it was not secure I wouldn't allow them to put it on my profile. And I just 
remove tag because I am really more cautious about what people will see.  
So when the timeline stuff came, because you know before the timeline 
came along, it was two years ago, I just deleted my Facebook and start it fresh 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  388 
 
 
because I didn’t find all my history on timeline, she went to school, she did this 
she did that, because it is like big brother, isn’t it? why people need to know, yeah 
Yah, I like things, and I comment on things but only if I am comfortable 
with whoever is able to see it. 
MODERATOR Do your photos have some certain themes, like in most of your photos you 
are with others or alone or you have photos of a certain theme or more of an 
object? 
JrJr My Facebook is just my daughter. I’ve been tagged in photos but I only 
tag family members 
EE Are you tagged in your daughter’s photos? Because sometimes people tag 
themselves and their partner on their baby’s photos because it is obviously their 
product! 
JrJr No, no! 
I only occasionally, tag family members. My nephew has a photo that my 
sister put it up and  tagged me, my sister, my brother, my mom and anyone who 
might be interested to see what he was doing.  
On My Facebook is more photos of my boyfriend and my daughter, they 
take photos together. 
I don’t really like my photo being taken, so I really try to avoid it. 
AMAM It is generally other people. I am not in them. Anyway it is not the first 
thing for me to take a photo. When we are out, and there are things that really 
want to remember, it doesn’t have to be of me in it; I just want to remember it.  
Or my little sister, she looks really cute in an outfit. Anything I want to 
remember that. 
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MODERATOR Do you think different personality have different themes of photos? Like if 
someone sees your profile full of artwork, does (accurately) judge you based on 
your photos? 
MSH I think it does reflect my personality because I think if people want to 
know my personality, it what I do in face-to-face . I am an interactive person and I 
like to do things in person. I would never go on the net for hours and doing 
Internet dating. I rather met that guy and date that way. 
The way I do things on Facebook, I believe, is a true reflection of me as let 
as possible and as much as I can face to face 
Oj Can I add something , because I guess I share that view. Said that , MSH 
you agree with that? whether you do it virtually or physically, it is interaction. 
Except that there is nothing like touching the person or seeing the person 
physically. And I like that physical interaction. 
 I take a lot of photos but if I take a picture of you I rather email them to 
you or put them on a drive, and I rather talk about it with you when I met you 
rather than put them out there. For me it is also about the security of those pictures 
out there. You simply do not have control over the Internet.  
I guess, security and privacy are crucial factors for evaluating motivation 
for photo-related activities. When it comes to evaluating motivations. If The 
reason why some people do not put pictures is privacy/security concerns it is key 
point I believe.  
EE I think you can find what kinda person is from their profiles, because, e.g. 
if someone has a child it is the main thing in their life and has a lot of photo of the 
child, but in fact if someone has photo of a child but not many pic, I doubt 
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whether it is their child because if it is their child it is a huge deal. I think it shows 
identity and life changes. 
MSH So, you can find out if someone break-up, because the profile changes 
because they stop talking about their partner 
EEE My friend didn’t tell me that she broke up with his boyfriend after years, 
but I could tell from her Facebook. So, you may want to tell your close friend, but 
not announce on Facebook. So, it shows tracks of life. Facebook is not for talking 
to your close Facebook, if you want to talk to your close friends you can text or 
call them, instead Facebook is for when you met someone once and they want to 
network with you or whatever and then they want add you, I cannot be rude I 
gonna add them. But, before you know you’ve got a FACEBOOK full of like 200 
acquaintances and every time you upload a status, I know you can control it with 
that little security thing but you end up saying I don’t want to share personal stuff 
with people who I met twice. Or you might know them but you don’t want people 
being nosy about your life.  
 
I think it is like big identity mark. And you can track one’s life. 
MSH A friend of mine updates me about what is going and happening on 
Facebook. She says her profile pictures is only her on her own now […]. 
EEE You can also project a certain life you like to have by selecting pictures of 
you saying, I am happy all the time.” 
MSH Photos are one of the key things in FACEBOOK. 
AMAM Told a very similar story like EE about misinterpretation of photos by his 
boyfriend. 
MODERATOR Do you have anything to add, please? Anything we have not covered? 
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MSH I think although we talked more about a lot of negative things with photos, 
for some people it is their only way of communicating with other people and in a 
sense, it is a life saver, because some people are in really isolated environment 
that’s the only way they can talk about themselves and be part of a wider world by 
sharing their photos. 
 I think if you take it from a personal view and look at it in business and 
schools, they will be very beneficial that people are able to share their works and 
finding it a way to give the idea of how their world really is. 
AMAM It can reconnect people as well, and people find each other from even one 
photo on Facebook to reconnect after years. 
EE When you share a pic of activities that you really like, your friends may 
say oh we really didn’t know that. It is very useful to establish friendships because 
sometime friendships are stupid, they are based on silly things like bands you like 
so may be people do it (uploading and sharing photos) to say look at this. ‘I am 
into this and anyone else into this’ tell their friend to establish friendship.”  and 
strengthen friendship. I don’t like putting pictures of myself or things like that, but 
it is not something like guess what or things like that, people use it as a platform 
to express themselves.  
 
MODERATOR In terms of the main themes of your Facebook photos, you said you have more 
photos of your pet or objects? 
EEE Yah, I think so. I would feel a bit like stupid if I put loads of pictures of 
me on there, I think they say I am obsessed with myself. 
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AMA If we go on holiday, more photos will be of the actual place that you want 
to see, what is going around you. But if in a group and doing an experience, it will 
be more people (photos) 
MODERATOR Do you think there is anything we have not covered? Please raise that 
topic now or leave your comments below. Thank you everyone for your time. 
Focus Group_Three 
MODERATOR … This session will last between 45 minutes and 1 hour. Your voice will 
be recorded and transcribed for thematic analysis of our discussion. All your 
responses will be treated with full confidentiality, and no single idea will be 
attributable to any individual in my write-up. Let’s start! 
ASH My name is ASH. I’m Psychology student. My hobby is generally 
football. I am a football fan. In terms of photos, personally, I don’t really like 
photos being taken of me, but at the same time, generally on FACEBOOK I have 
a sport photo in my profile. Not fan of taking photos of me so I don’t even know 
how to take a selfie for example! 
MODERATOR Do you normally share others’ photos? 
ASH Not really, I don’t share photos on FACEBOOK. 
CC My name is CC. a little about myself, I am a research student. I like to 
laugh. Personality, I wouldn’t say I am extrovert at the same time I am not an 
introvert. My hobbies are- to be honest I don’t think I have a hobby but I just like 
to laugh. I like photos, but I don’t take photos of myself as well. But I like to look 
at photos. 
MODERATOR How active are you on Facebook? How often do you log in? 
CC I wouldn’t say I am very active. That is because, it is not because I have 
anything against Facebook, it is because my life now as a research student does 
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not give me time to go on Facebook that much. I would say every day I have a 
look at Facebook because I can access to my messages and newsfeed. Because I 
can access to my Facebook via my mobile device, so it is quite easy to access it. 
So technically I don’t go on to log on my computer to read, having said that, 
actually intermittently across of the day keep checking and to see if anything has 
arrived. 
ASH Like CC, from my phone, I am always signed in to Facebook, but I really 
use it. I don’t really post much or upload photos, but through the day I do scroll 
down my newsfeed. I say I use it every day but I don’t upload of 
SHASHA I’m 2nd-year psychology student; I also work in a kitchen in a cat home 
[...] With Facebook, I am always signed in, I’m on my phone so to see if I get a 
message or notification so I can check straight away. But I don’t really like 
regularly to update my Facebook so I don’t really put photos very often, if had a 
party, or been in a party may put photos in a party or stuff like that. But, I don’t 
really use it that often. Mainly to see what people up to. 
MODERATOR In general, do you think photos are important? 
SHASHA I do, like if you are at a party or something special happen, I put photos on 
Facebook. So, I think photos are important because like, create memories of stuff 
have happened or things you’ve done, so Yes I do. 
MODERATOR What are your main motivations to take photos? 
SHASHA Yah, I take photos, 
You know what Instagram is? I ‘vet got Instagram as well so I do literally 
always take photos and put them on Instagram. I don’t always put them on 
FACEBOOK. I just share them on Instagram instead. So maybe that’s why I don’t 
put as many on FACEBOOK, I don’t really use FACEBOOK very much. 
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MODERATOR Are your accounts connected to each other? 
SHASHA Yes, they are connected to each other and something I put pictures on 
Instagram and Facebook but not on Facebook very often, no. 
ASH For me is for memories but at the same time I think. Personally I pay more 
credits to physical photos to upload online. I get it partly because to me it is quite 
personal, so at home, I have quite a few albums, football albums, so I think photos 
are important but photos online are less important. 
MODERATOR So how photos on Facebook are different from your photos on an album? 
ASH Like I said, because on FACEBOOK, if you upload it will stay forever. 
MODERATOR You concern about some features? 
ASH I don’t know; I guess that I don’t know, I’m a bit, like, I don’t really like 
the idea that, I don’t want them to stay there. So, I think photos at home in an 
album is private 
CC I think photos are very important the memory they keep, having said that I 
don’t have any photos on Facebook. I’ve just been tagged in a couple of, and I 
have never uploaded a photo of myself on Facebook, but for me that’s because, 
like I said before, I am a sort of an introvert and an extrovert. I think I don’t feel 
to be validated by my friends on Facebook, so I don’t.  
MODERATOR What inhibits you? It seems it is a popular culture? having a profile, so a 
profile picture-- 
CC I think what inhibits me is the fact that a lot of photos I see are quite 
pretentious, for instance some upload photos in a place they’ve never been to, 
because it’s the background give you the impressions that where they were. Or 
somebody upload photos of something that isn’t real so I think, to an extent if you 
scroll through, if you have loads of contacts and have a look at their photos, you 
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will find that it becomes increasingly difficult to actually determine what message 
are trying to pass with photos. 
MODERATOR So, you think there is a message behind EVERY photo? 
CC Yes, I think so, for example - SHASHA talked about when you go to a 
party you had a good time, so you want to share with your friends that you had a 
good time in a party so there is always a message behind a photo. 
MODERATOR So, what inhibits you? Why not pass your message and share it with your 
friends? 
CC Because I don’t feel the need to actually share that with everybody on 
FACEBOOK, having said that individuals who I was at a party with them they 
always take photos and I would say if you like the photo, by all the means, do 
what you want to do with it but for me perhaps keeping them in an album. So, for 
me, although I don’t have photos on Facebook, I have personal album where all 
my memories are stored in, so for me is that I don’t have the need to be validated 
by FACEBOOK friends, and that’s why I don’t post pictures on Facebook, 
because I think the people that need to know about my life, actually know about 
my life. 
MODERATOR What do you think about what messages you may want to pass through 
your photo? 
SHASHA Sometimes I just take photos without having any reason, like this morning 
I took photos of myself in front of mirror, but there was no reason behind that, I 
don’t know if there was a reason behind that, I just did it because, I like it so 
sometimes there are messages behind the photos but other times no, it depends 
and also don’t disagree very much with him, about the feel need to be validated 
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by Facebook friend, I Agree with that, maybe that’s why I don’t use Facebook as 
much as I update my Instagram 
MODERATOR Why Not? 
SHASHA I’m not bothered about people. I’ve got family on there and extended 
family that I don’t see every day so I can see what they are up to on FACEBOOK 
but if I wanted to have conversation I could just inbox them on Facebook and that 
not as public and that’s private and you don’t need other people having an input 
on it or things like that so, I do tend to take photo of myself or whatever I’m up to, 
when I’m in a good mood, when I’m in a bad mood,-not necessarily in a bad 
mood! But If I am in a good mood I am more likely to take photos, I don’t know 
why. 
MODERATOR What about liking and commenting? 
SHASHA I don’t know because, when I am at work I’m on Facebook always I only 
scroll I don’t bother much but if I like a picture, I like it or comment on it, but 
obviously because I have Instagram as well and that’s all my photos there, more 
likely to like and comments there than on Facebook. 
 
MODERATOR Do you use Instagram as a kind of diary 
SHASHA Kind of, Yah. I guess I would, yeah. I like taking photos of things I’m up 
to and – yeah. 
MODERATOR About liking and commenting do you like photos of someone who you 
like more? More frequent? Or is it that only you like that photo really? 
SHASHA I guess I do, because, with my boyfriend. For example, on Instagram I am 
more likely to like and comment on his photos more, because obviously his my 
boyfriend and I like them more that other people’s photos or for example about 
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my close friends, my mom, because they upload photos quite a lot I may like and 
comment on them because I am close to them more than other people that I don’t 
really talk to them or stuff like that. 
ASH I don’t upload much, at the same time I don’t really like or comment 
neither. I wouldn’t say I never like or comment on photos, I do occasionally but 
yah, if I do as SHA said, only people that I am close to.  
MODERATOR Do you think you tend to ‘like’ people you like more? 
ASH Yah, yah. But on Facebook, quite often, the people that you normally 
don’t speak to. I don’t want to like or comment on people’s photos that I really 
don’t know or I am not that close to. 
MODERATOR What about you CC how much you like or comment? 
CC I would say really for me to like and comment is just being polite. Because 
I do not upload photos on FACEBOOK, all the pictures I have on FACEBOOK 
are the pictures I’ve been tagged and I think it is just being decent and being 
polite to say this is a nice one, yeah I like it. But apart pictures that I’ve been 
tagged, I don’t bother I just look and move on. 
MODERATOR So why not ‘like’ why not ‘comment’  
CC Because to be honest I cannot just be bothered, I’m just indifferent 
MODERATOR Is it the case if you like someone you ‘like’ them more? 
CC Yah, yah. Obviously 
MODERATOR Is it because you do not want to differentiate between your friends maybe? 
CC No there is no motivation for liking or disliking. It is just that; I just feel 
that there are so many photos to begin to like and I just don’t have time to 
individually look at the photos. Like someone uploads ten photos, so I just can 
quickly look but then I cannot just begin to like or comment because it takes more 
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time. so, if I want to comment I need to take time to think what I am actually 
going to say that, so I because I cannot do that on all photos on FACEBOOK of 
my friends, I usually just don’t bother 
MODERATOR Do you want to add anything about like or comment? 
What are the motivations behind uploading photos, like, comment, what 
we call it photo-related activities? 
CC I think FACEBOOK is the social network the idea is to continue social 
agency among your friends? And so, for me is when I am liking or commenting it 
is just because you want to up here to be sociable, you want others to know what 
you’re doing or. It is just that idea of being sociable; I think that’s the motivation 
for me personally to actually like or comment. I am not sure if that answer the 
question  
MODERATOR In particular, I am wondering what motivates people to upload and share 
photos? Some uploads load of photos some just do it very rarely, some change 
their profile pictures very frequent 
CC This is me now think I could be wrong 
MODERATOR There is no right or wrong answer really. 
CC I think they want to believe something about them, for instance for 
instance when you took pictures of yourself this morning you feel good about 
yourself. When you feeling blue or miserable, you won’t take a picture of 
yourself. 
MODERATOR Have you ever done that? when you feel miserable? 
SHASHA Yah, but then I wouldn’t upload it on Facebook or Instagram. I more likely 
upload photos when I am in a good mood. 
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CC So, I think it is about remembering the past and that picture send every 
friend that message and I think that’s the motivation to actually upload photos on 
Facebook, because for instance hypothetically if you are in a relationship with 
your boyfriend and it is the first time you’re going on holiday, you took a picture 
of it because you want your friends to see that, this my new boyfriend, he is cute 
so we for a holiday at same place if you had a new child or if you married it is the 
media to enable you pass on that message. 
MODERATOR So, can I say that people who upload more photos are generally happier? 
Or feel better about themselves?! 
CC You can say that but I will disagree with that.  
To an extend yah, but I would say it. Because, my argument will be that 
this is because they want to be more validated. That would be my argument by 
that won’t be necessarily true. 
MODERATOR So, you think they are not that happy they are showing? 
CC Not really you could be very happy and could be very extravert and you 
can actually be yourself so that would be one way to look at it. Or that could be 
somebody who is just wants to convey a certain message to certain group of 
public of friends  
For instance, you are meeting a group of friends who are very sociable and 
you want to say I’m outgoing, I’m just like you. I can think about when I was in 
my graduate my first year in a house of residence, meeting different people every 
day.  
So you want to say, I’ve been there, I’ve done that, I’ve done that. If I had 
Facebook then I’d taken the photo and put them there 
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MODERATOR So you think if you had facebook at that age you  would have your photos 
on FACEBOOK? Is it age do you think? 
CC Maybe, now I’m at that stage in my life while I don’t need to be validated 
by others, I don’t, I just don’t care what people think. 
ASHA I think maybe I don’t really think that much, I don’t want to be rude, but 
maybe CC think too much into it, which is fair enough because it is his opinion, I 
think some people just upload a photo because like they want it straight away and 
they don’t think about reasons behind it and why they want to do it. And then like, 
for example maybe not because they need to be validated by other people because 
they want to share how they feel with people. For example my friend got engaged 
and put a photo of the ring, she was really happy about it, to share how she felt 
about it. I think it is more likely the reason because of like they feel good. 
ASH I think it is not really conscious. I think it is more subconscious. I saw 
research which suggests that it related to personality, I think if I am an extravert I 
am more likely to upload photos or like, I an introvert so I think personality is 
definitely a reason behind photo-related activities.  
MODERATOR Can you name some of the motivations? 
ASH Yeah, for some may be peer pressure of friends on Facebook, for example 
recently I’ve been on a holiday so I need to upload the photos. I think it is very 
important and peer pressure might be the reason behind it 
MODERATOR Would you like to add anything? 
CC No, I just think, think, there are several reasons and you can’t actually put 
your figure what it is. Because No two individuals are the same, so no two 
personalities are the same and like you said, personality will motivate, peer 
CAPTURING PERSONALITY FROM FACEBOOK PHOTOS  401 
 
 
pressure , the need to feel happy, peer experiences, believes and age. So there are 
so many things. 
MODERATOR Do you think pics are different from cover photos or tagged photos, in 
terms of their themes? Have you notice a certain themes among some  of your 
friends’ photos or  
If your friends look at your photos they may say most of your photos are 
from a party, with others’ or solo shots or locations 
Ash I think with profile picture it is more likely to be selfies, like you’ve taken 
of yourself like, when you are on your own, most people’s profile picture are 
more likely to be that. I think, it might be of my age, quite many people of my 
age, I’m 20, I think it young people might do that whereas older adults are more 
likely to have pictures of, for example my brother has a picture of me and him at a 
profile picture instead or of an event that has happened  but I think younger has a 
picture like a selfie as their pp. 
And I think with Cover photos, most of my cover photos are from events, 
e.g. my cover photos at the moment are the pictures of the gig I’ve been recent, I 
liked the stage and it is my cover photo on FACEBOOK and other are pictures of 
my dad and me on a BBQ and that’s cover photos of my brothers and me, so my 
cover photos are more likely to be of an event and memory sort of things has 
happened. And then, I don’t know about tagged photos, are more likely to be 
events or parties. 
MODERATOR Do you normally tag yourself? 
 No, I don’t tag myself. Often other people tend to tag me on a photo ,e.g. 
I’ve been to a party or a night out and had a picture a lot of places I go has their 
own photographer and then they all upload it to FACEBOOK, and my friends will 
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tag me in those photos. I think yeah, there are different themes on different part of 
FACEBOOK 
ASH Age I think is a factor like SHA said older people might have a photo of a 
family member but younger a selfies, possibly. Yah, I think there is more pressure 
to upload a profile picture than cover or tag.  
MODERATOR Do you have a cover photo? 
ASH 
 
No, I don’t have cover pics. 
CC I don’t have a cover pic. I can only comment on tag photos. I don’t have a 
profile picture or cover. 
MODERATOR What about your friends’ photos? How their profile pictures are different 
from covers to tag? 
CC I never actually take time to see similarity or difference 
MODERATOR Can we summarize key points? 
SHASHA I think like CC said there are loads of reasons and you cannot pinpoint one 
as certain reasons, like if you are in a good mood or keeping memories with 
friends. And regarding some horrible photos (of injuries), maybe they want 
sympathy of people because they want someone to make them feel better. 
CC I would say emotional support, in term of demography, if people are older 
they may have different photos, maybe with religion I am not sure. I think there 
are a lot of factors that interplay here, so you can not  
MODERATOR Yah, same behaviour may have very different motivations behind! 
Thank you very much everyone.  
Focus Group_Four 
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MODERATOR 
Let’s start. Is it ok I record your voice? Ok? Shall we start from you. Tell a 
little about your personality, yourself and whether photography is one of your 
hobbies?  
 
JJ I’m a university student, 2nd year. I am not a big fan for photos of myself. But I 
don’t mind people uploading photos. 
MODERATOR So, you don’t say photos are one of my hobbies?  
JJ No, I don’t really take pictures. 
MODERATOR And in general, do you think photos are important? 
JJ  
I think it is, because a lot of people take pictures to show who they are. To 
know who they are you need to have a photo of them; a Facebook photo can be 
like a photo ID 
MM My name is MM, I am studying here for my postgrad degree and about 
photos I usually I do not make too many photos, I don’t see point of making loads 
of photos every day and in every situation, but on the other hand whenever I go 
along with my friends to see a new place. We take always tons of photos. I think 
they are important. I usually do not upload those photos because those are mostly 
my private thing which I don’t think they are relevant to anybody else plus it 
comes to photos on Facebook or any social network they can truly and visually 
define what kind of and what kind of activities just by seeing the photos. But 
anyway my Facebook is more informative I usually hesitate to put photos 
MODERATOR So, you think photos are very important? Can you discuss further what 
inhibits you and why not sharing them? 
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MM I think people are not interested in seeing 200 photos of one specific 
building which is particularly interesting for me because of type of the 
architecture by a specific architecture and this is unique. I would place one photo 
showing the building instead of two hundred photos. 
And they are important because they show what is interesting for you and 
shows your activities what are you doing with your friends what activities in your 
free time. This meeting is about social network. mostly we invite our friends also 
I don’t put too many photos of the event s like that because I know people whom 
I’m with also put loads of photos so I want to avoid something I would call 
content overflow when you are bombarded and attack from every side by tones of 
photos which are the same. What often happens when you are meeting in groups 
and 10 people having smartphones, they make 10 photos of everybody     instead 
of making one but good photos, and on each photos somebody is blinking, 
somebody is speaking, because it is difficult to focus on all the people at the same 
time on the person who is making the photograph. 
FF My name is FF, I’m Spanish, and here I am doing my international PhD 
for a couple of months. I am an active user in Facebook reader and writer if we 
can say in that way, I would say photos are very important. Today humankind 
needs to be visual. We are more visual than textual. And it is very important to 
transmit ideas through the image. I like to take photos every day but I don’t 
upload all of them of course. I use Facebook mainly as a professional and 
academic tool so I put on Facebook what I want that people find of me. I don’t 
upload photos of party but more photos of a forum or a meeting in the university. 
MODERATOR Can you tell us why photos are that important? Can you explain a little 
more? 
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FF They are important mainly for the visual element which quickly transmits 
an idea, e.g. a lot of photos about a document helping another document on the 
Internet, maybe because the photos are more direct that texts. 
MM I have one comment, why they are so important, one picture will tell you 
more than 1000 words and I think that is what you mean. In one picture we can 
have so many contents that may be impossible to describe in words and if you go 
the next step more and you put a short video instead of just photograph 
FF Video is not instant. Instagram now has short videos but not the same. You 
can watch 10 photos in less than 10 sec (there is more content in 10 photos than a 
10 sec video), maybe you cannot read the photos and get the complete idea of the 
photos! 
AA I’m AA. I work at the university on projects. I use Facebook mainly for 
social reasons. I have LinkedIn account work. So most of the people on my 
Facebook are my social friends or acquaintances. The only kind of photos that I 
usually post are photos if I go on trip or photos if I make something. I don’t take a 
lot of photos in my daily life. I never take photos if I go to a party or an event or 
something. I don’t like to have my own photo taken, so I don’t usually put photos 
of me.  
 
But, I see photos as being important as a record so if I see something and I 
don’t want to forget, because it is really beautiful and interesting I take a photo of 
it so ten years from now I can look back, yeah. But I don’t normally take photos 
of people I see every day because I remember them anyway. If I go somewhere 
you see once it is easy to forget it, I think ‘Ok’, I’ll take a photo of this. 
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MODERATOR It seems all of you in this discussion do not upload photos a lot? Why not 
uploading loads of photos? Or what is the impression you make of someone who 
upload photos every day, from an event, parties? What do you think, why they do 
so, but you don’t? 
JJ I think they want everyone to know what they are up to, what they are doing. I 
think they want to show off. Just Some people upload photos of food or stuff like 
that which I wouldn’t do so. 
MODERATOR What  type of photos you are more interested in, is it a certain theme, like 
AA said. 
JJ If I go somewhere, and I liked, but not from daily life, but some people do, 
some people take any picture of anything. I think it is popular that everyone takes 
pictures of food or events. 
Mainly holidays and objects like that. 
INTERVIEWER: or locations,  
JJ: yeah. 
MM INTERVIEWER: you said you are most locations and buildings 
MML: it was just example because I see many things or things which are 
particularly good looking and I just click it. Like different examples usually I 
photograph people but because some people mind and don’t feel well with that. 
Recently, I spend a good time spending photography squirrels which I enjoyed a 
lot, and it was very interesting. 
   
MODERATOR But you did not upload them? 
Why not? Why not sharing them? 
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MM No, I think they were not interesting for other people. Because if you 
upload 200 photos of squirrels. They will not be interesting to anybody and that it 
the content overflow. People automatically upload photos on Instagram, dropbox, 
and on FACEBOOK, that’s too much.  
  
FF For  me is almost the same, the idea of information overload so on your 
timeline you get 100 photos of squirrels or a football match or whatever. I find the 
same. One day, two days, even a week. What I am going to do is blocking this 
person, because I don’t want to get a timeline full of squirrels or football match, 
because sometimes a lot of information, all the same, I say no no. Something else, 
I don’t want squirrels. No squirrels!! I like the idea of squirrels!! Cute animal. 
AA When I upload photos on FACEBOOK, I’m saving them there. I don’t 
keep them and not save them anywhere else, e.g. I went to a trip to Spain and 
visiting different cities, and I made an album of each city and I just uploaded 
every photo that I took so some of my albums have hundreds of pic, but I deleted 
them from my phone, and I don’t save them anywhere else. So for me, Facebook 
is like a storage site. So I upload an album with 100 pictures 
 Well, I don’t expect that people look at it and I don’t care if people don’t 
look at it. It is more for me. But then sometimes I take a picture of just one thing 
and upload it, and I’m thinking I hope people look at this one picture that I said 
something about or comment on it, so I want people to look at it then. So, in that 
sense, I have two different reasons for uploading, sometimes it is just my phone’s 
full, I don’t want them on my phone anymore, so just stick more on Facebook, 
maybe I look at them again, maybe I won’t, but I know they are safe there.  
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MODERATOR Very interesting ideas, same behaviour but very different motivations. 
 
MM I also want to add two comments here on what you said that. We live in a 
rapid environment now and time is very precious to us, so if we bombarded by 
loads of information that are not very useful for us, like 200 photos of squirrels 
every day, we don’t want this information. The same for all the thing on newsfeed 
from different events, from TV , or SS channels, so we just read headlines, and 
from headlines, we choose which station we want to listen to or not. 
MODERATOR What about liking and commenting on photos? How often you like and 
comment on your friends’ photos? Or some people like photos of themselves? 
JJ No, I’d never like a photo of myself. I would be embarrassed for it. I think 
it depends if the pictures are very interesting I would like it otherwise if it is a 
normal picture I just pass. 
MODERATOR Is it like that if you Like a person more you ‘like’ them more and comment 
more? 
JJ You need to be careful how much you like they may get the wrong idea 
that you are overly obsessed with their pictures. I am not very obsessed with 
pictures, so I won’t like or comment on pictures does seem awkward. 
MODERATOR Sorry I didn’t get your point? 
JJ If you like too many pics, they might get the idea that you are looking at 
their pictures too much, so they think that you are obsessed with their picture so. 
MODERATOR What about commenting? 
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JJ  I only really comment on family photos. If any of my family members 
upload a picture, I might comment then, but that’s it really. It has to be family 
pictures that I comment. 
MM If I like a photo or description of a photo, I will definitely like it. And I 
will comment if I had valuable to put in the discussion. I don’t want to put spam 
in somebody else timelines or photos. 
MODERATOR Why not? So you thinking about overflow of content and if you like a 
photo, you don’t, or you don’t comments because you say there are too many of 
comments there? 
MM No, not because there will be too many comments. Because I comment if 
it will be interesting. I have 100 photos of a person, and all of them will be ok or 
really good I will like the whole album not all photos, or I would comment on the 
first photo, great photos, all of them I liked. 
 If you like s.o more, you will comment and like more on their photos? Or 
sometimes you may not like the photo but you ‘like’ more because you like the 
person? 
MM It depends mostly, how I am close with the person and again if I want to 
say something that makes sense. 
FF Liking and commenting, as I said in the beginning I am concern about the 
digital profiles that can be get by recruiters, by web hunters so that’s interesting 
because if you like a lot of personal or institutional profiles on Facebook and you 
have your account connected with another tool like, e.g. clouds, when these 
recruiters or headhunters looking at you searching for information about you, they 
will find which are your influences. So I influence by my friend or by TV series 
or games. That’s interesting because these tools record your activity and these 
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activities will show to the recruiters. I think this could be managed better than 
only ‘like’ and ‘like’ and ‘like’ for me because I use Facebook like this. 
MODERATOR How often you like your friends’ photos? 
FF It is random, e.g. if my friend uploads a – ‘like’, if I see a photo of a cyclist, ‘like’. 
It is random. I don’t have a regular pattern number of action. Now I use Facebook 
on mobile so it is different so the timeline is not exactly the same and you can 
read your timeline more often than your computer. 
MODERATOR What do you think AL, how often you like/comment? it seems it is much easier to 
like that comment? 
AL I think when I first started using Facebook I did not see the points of like. So, I 
never really used it, and I would comment if someone has her mom in the UK and 
I would say, oh I didn’t know your mom is in the UK and I thought you came 
back to your country or what’s happening. Then, I think I was influenced by 
others’ behaviour, because whenever I put pictures they always liked, then you 
see a picture of them and say oh, I never liked their stuff maybe I should put like 
here. You are influenced by how active they are on Facebook and also how much 
you know about them in real life because, for example so many put an album if it 
is somebody I am going to see in real life I’ll be more inclined to open the album, 
because I’m going to see them tomorrow and they might say to me oh, did you see 
my photos, so if I don’t look and then I say no. it is like I don’t care about them 
whereas if it is somebody you know on Facebook but you never really see them, 
there is not so much pressure. No pressure but you don’t feel any motivation or 
any obligation to look, you might look if you got time but if you are busy, you 
won’t bother. But if it’s somebody maybe asks you or you see them, there is more 
motivation to look in more detail rather than just skim and pass. 
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MODERATOR So you think it is kind of reciprocal action?  
AL Yah, if somebody is very active towards you on Facebook and you don’t respond 
to them at all. It looks a bit cold maybe, or you are not playing your part in the 
relationship. 
MODERATOR Very interesting ideas. Do have anything to add, JJ? 
JJ No, that’s true. If someone like your pictures you should like their pictures as well 
otherwise it looks like you -don’t like them-. 
MM I think it also depends on why you have Facebook. In my case, I suddenly met a 
lot of people outside of my country, and that was the only way of keeping any 
contact with those people. And with these people, I find it not appropriate to put 
too much –finger-! In their private life, but keep having any way of contact with 
them. And because with some of these people I didn’t speak for years, I don’t feel 
like it is appropriate now to take part either their private life this way. Because we 
don’t have any emotional or almost any kind of connection, except the fact that I 
want to consult some technical problems, I can always say hello, how are you? 
This is what might be interesting for you. Can we consult on this way? 
MODERATOR Do you think your profile pictures are different from cover or tagged in term of 
their themes?  
JJ The pictures I chose for myself would be more of me whereas, tagged pictures are 
those I didn’t upload and I don’t tag myself normally. Because some people try to 
embarrass you by the tagged  pictures. 
MODERATOR What about cover photos? 
JJ I don’t have a cover photo, but that’s like a scenery 
MM 
 
 
 
My Cover is a scenery which I live in Poland and I like this place and this photo 
so why not and it is pretty nice photos, and as my profile picture, again I don’t 
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change this photo often,  and I have a photo of my wife and me during my 
brother’s wedding when we were dressing my original national uniforms, and it is 
pretty. 
MODERATOR So you think they are different in terms of their themes? What you choose for you 
profile picture and your cover? In The themes you are interested or? 
MM These two things, I think are kind of your business card of your profile, and by 
this way, they are kind of business card for you because most people see you and 
they judge you in less than 20 sec, and they already have some opinion about you. 
Go to your FACEBOOK, this a nice photo and they like it also, what is important 
for me, I don’t see anything appropriate to pretend anything or to do something 
would be against my feelings or against myself because this is it. You have mostly 
your friend and family, so Why lie? About yourself? why would I pretend?  
MODERATOR So, you think other people pretend or lie in their photos? 
 I don’t think. I know it! 
 
MODERATOR So why? What are the motivations? Or what type of photos give you that 
impression? 
MM Because lots of people try to build a certain image of themselves in the network. 
Loads of people build their image because of diff reasons because of work, 
because of their reputation among friends, because what they actually want to be 
instead of what they are. 
MODERATOR Can you give an example? That what type of photos give you that impression? 
MM Several years ago I used to live with a person in the same corridor. He was 
definitely showing off with photos which were completely inconsistent with who 
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this person was. He was building an image on the network that was totally 
different in normal life, in conversation [...] and I didn’t feel that this is ok 
MODERATOR So you think the themes you selected is a true reflection of your personality and 
preference and this is important for you. 
MM Also, I’m sure my employer first thing he will do is put my name in google, my 
first name and my last name and check my FACEBOOK, research gate, whatever.  
FF My profile pictures are about a road trip in Mohaba desert in California, so we 
were abroad, we travelled. and my cover is a star war character  
MODERATOR Do you think they are a true reflection of yourself? 
FF Yes, they are. They how your interests. I have photos of work, about travel, and 
your life. 
MODERATOR What about your friends? Is it a true reflection of their personality? 
FF There are some examples that may need more social approval, e.g. they put 
photos of their muscles, and you really have those muscles? or a nice car, ok but it 
is not your car?!  
AL For my profile picture, it is always just a pic so that you can recognize me, 
because if I am looking for other people on FACEBOOK and they got a quite 
common name, and then I get a list of 40 people. Three of them have a random 
pic, three doesn’t have a pic, so it is always frustrating, so I always think my 
profile picture needs to be something that people say yes, this is who I’m looking 
for. Because I’m logged in every day, I normally try and find a reasonably nice 
photo I’m not going to hate! e.g. I have a photo from my wedding for several 
years, but eventually, I said well I got married a long time ago and I have to 
change it by another photo, and the photo I have now is   3-4 years old. At some 
points I think I have to change it because I’m older now, but again I’m looking for 
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more a stage photo, photo I’m gone somewhere, dressed up so I look nicer than 
just everyday life you may say it is towards lying but sometimes you want to look 
the best you can look and then the cover photos is, I just change it when I feel like 
it, I think the last two pictures of a scenery, somewhere I went so I say that’s a 
real pictures and I'm going to put that on the cover but I don’t feel any pressure to 
change that. So it might be the same photo for the next 20 years!  
MODERATOR Do you think age is an important factor? E.g. undergrads may change their photos 
more often 
AA I think sometimes you get an older person and the picture is for 10 or 20 years 
ago, it looks a bit ridiculous because you say I know you are not 20 anymore why 
still have this photo, you see them every day around and they are bald, and the 
picture is with loads of hair. You are wasting your time, give it up, move on, so 
you need to keep it almost current, not every year but at least every four or 10 
years. 
MODERATOR So, in general, your profile picture and cover will be different? 
AA The profile picture is always a picture of me, but the cover is never a picture of 
me, it will be something nice to look at. 
MODERATOR What about your friends, a kind of pattern?  
If you see a profile picture and cover both from the self, solo shots or selfies, what 
do you think about that person? 
AA I don’t very often go directly to somebody’s page. So you see them on the 
timeline, so you see the pp, only time is maybe when you add them so you see 
both photos so in day to day it doesn’t matter 
FF Does it give you an impression if you see a profile picture and cover both from 
the profile owner? 
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AA Maybe a person who wants to talk about himself/herself a lot. Maybe a person 
didn’t get the idea from Facebook that profile picture is a photo of you and cover 
your interest and hobbies, landscape. FACEBOOK create the cover photo for that 
idea that you can adapt yourself. The impression I get might be that this person 
doesn’t have enough space in the little profile picture so wants more space. 
MODERATOR Nice! Very interesting ideas! And the last question, what motivates people to 
share and upload pictures is there any other motivations or what inhibits them 
from sharing? 
Sometimes you may think you haven’t heard about someone and you think that 
person needs to share some photos? Is it the case sometimes for you? 
JJ If it is the family pic, then you can understand because it is family and they may 
want to say what’s going on their life but some people may not want to put it up 
because it is personal or they do not find it very appropriate to put it up.  
MODERATOR Any other motivations? Or what stop them from uploading and sharing? 
MM I think a lot of people put photos of their special achievements. Like I have a 
friend who undertook some project and has his own company, and from time to 
time he put photos of the development of his equipment. It is easy way to show 
and ask for advice from friends. Also he shows his work and achievement, and 
he’s proud of it 
AA Sometimes it is directly communicating with someone else. Sometimes you see 
things and say oh this person will see it? and you put it there on and put person x; 
please look at this. So, it is a quick way of communication.  
MODERATOR Is it more positive or negative intentions? In some discussions I had, participants 
mostly mentioned negative intentions for uploading photos, like people want to 
show off or breaking couples or other people tell them that they are awesome! In 
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our discussion, we had more realistic ones, both positive and negative sides. What 
do you think? Do you think there could be more ‘Negative’ intentions behind 
uploading photos?! 
MM I think the intention range is the same in range of people you meet because you 
can meet the most awesome people who will be the warmest people for you and 
they will do everything literally for you and you may meet persons only looking 
around and lurking and want to stab your back, that will their motivations of 
uploading photos too.  in this case, you should be as realistic as you see your 
normal contacts in real life 
MODERATOR Very interesting points. Thank you very much, everyone. 
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9.9 Appendix 9: Online Survey for Study Three on Photo-Sharing 
motivations, including Information Sheet and Consent Form  
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Appendix 10: The Full Version of the Photo-Sharing Motivations 
Scale 
I Share my Photos because….  
 
1 Photos can tell much more compelling stories.  
2 It helps me to relieve the boredom.  
3 It distracts me from other things I need to do.  
4 They will stay there forever like my everlasting memory.  
5 They help me to become the person I aim to be. OMITTED 
6 I do not want to feel left out.  
7 They help me to share my life with people who I rarely see in person. 
8 My online photos help me to become popular.  
9 I feel that others expect me to do so.  
10 Photos can tell what words cannot describe.  
11 It is my hobby.  
12 They help me to feel closer to others. OMITTED 
13 It gives me a sense of wellbeing. OMITTED 
14 I want others to see how good I look.  
15 I get a pleasant sensation from doing it. OMITTED 
16 Sometimes I do not have better things to do.  
17 I want to be viewed more positively by certain people.  
18 I can share memories of my experiences. 
19 They help me to keep my distanced relationships going. 
20 I feel obliged to.  
21 It is fun.  
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22 I like to keep my friends in the loop. 
23 Pictures speak louder than words.  
24 I do not want to feel different.  
25 It is an interest of mine.  
26 They help me to share memories of events involving other people. 
27 I have more control over how I present myself.  
28 I can show different sides of myself.  
29 I want others to see me as I really am.  
30 I want others to know about the things I have achieved in my life.  
31 They are a good reminder of the things that have happened in my life.  
32 I am interested in what others think about me.  
33 I want to show others what I am capable of.  
34 Everyone does it.  
35 They are always there when I need them.  
36 It helps me to pass the time.  
37 They help me to bond with others. 
38 Sharing photos are the norm on social media sites. OMITTED 
39 I do not want to disappoint certain people. OMITTED 
40 They help me to look back and remember what I have done.  
41 I want to show off.  
42 I can select photos to project a certain lifestyle to other people.  
43 They will help me to remember the experiences I have had.  
44 I prefer to show rather than tell. OMITTED 
45 It helps me to keep record of what I have done.  
46 I would feel guilty if I did not.  
47 I can influence what other people think of me.  
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48 Other people would be interested to know what I’ve been up to. 
49 It makes me happy.  
50 They are good way of establishing new contacts and friendships. 
OMITTED 
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9.10 Appendix 11: Photo-sharing Motivations Reliability Statistics 
 
Reliability Statistics for Narcissism 
Cronbach's Alpha Cronbach's Alpha Based on Standardised Items N of Items 
.758 .756 16 
 
Reliability Statistics for Extraversion 
Cronbach's Alpha Cronbach's Alpha Based on Standardised Items N of Items 
.888 .888 10 
 
Reliability Statistics for Agreeableness 
Cronbach's Alpha Cronbach's Alpha Based on Standardised Items N of Items 
.821 .831 10 
 
Reliability Statistics for Conscientiousness 
Cronbach's Alpha Cronbach's Alpha Based on Standardised Items N of Items 
.821 .823 10 
 
Reliability Statistics for Emotional Stability 
Cronbach's Alpha Cronbach's Alpha Based on Standardised Items N of Items 
.853 .851 10 
 
Reliability Statistics for Openness 
Cronbach's Alpha Cronbach's Alpha Based on Standardised Items N of Items 
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.826 .829 10 
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9.11 Appendix 12: Capturing personality from Facebook photos and photo-
related activities: How much exposure do you need? 
 
 
http://www.looooker.com/wp-content/uploads/2014/05/Capturing-personality-from-Facebook-
photos-and-photo-related-activities.pdf 
 
